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Me Viehek HDR503 Merchandiser 
rs y featuring Time Saver Socket Sets 


Veet et and wrench sets in pouches 


oe tough weak a ia 


Every Time Sawer Socket 
is always in the right place! 
Ready for instant selection and use 


Sensational Sales, Profits 
and Turnover Increases 


” ~ 
MEET US AT THE 
NATIONAL Your customers will immediately recognize and appreciate the out- 


/ 

Reports from dealers, using : HARDWARE standing value of Time Savers. Every tool is always in its exact, right place, 
new Vichek Merchandisers, in- ! SHOW for each socket is fitted into its own plastic contour . . . ready for quick, 
dicate tremendous sales increases : Booth 312 (| accurate selection. There’s no confusion, fumbling, annoyance . . . no time 
\ 


over tools on counters or in other ; lost with Time Savers. 
displays. Also, every HDR503 McCormick Place 


CHICAGO 
Merchandiser is furnished with ~ 
2 special header signs for Christ- V!chek Tools are lehek ¥% ] e eS 
mas and Father’s Day. These slip Made in America OO Ss alienated sedi 


over the regular header and at- and fully guaranteed 


tract extra holiday sales. Cleveland 4, Ohio 
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MIRRO TV SPECIAL 


No. M-0842-58 2-QT. SAUCEPAN AND COVER 
Ship. unit: 4 only—41/2 Ibs. 
ATTRACTIVE POINT-OF-SALE MATERIAL AVAILABLE 
Featuring the 
GREATEST COOKWARE IMPROVEMENT 
IN A GENERATION! 


. 
"45 aoyranseo 





COAY-OVEr 
COVER 
with off-center handle 








NO BURNED HANDS NO MESSY DRIP 


SPARKLING TV SPOTS 


from Sept. 25 to Nov. 10 
CONTINUOUS MASS COVERAGE 


Promoting the entire Jet-Stream line 





rn lad ~ Al. ify) 
enue Bidg.. New York | ° 


World's Largest Manufacturer of Aluminum Cooking Utensils 


MIRRO ALUMINUM COMPANY * MANITOWOC, WISCONSIN 


Merchandise Mart. Chica 


SAUCE 
p 
AND Co Vek 


oven 45% 





Program Beamed to 
92% of America’s TV Homes 


MIRRO is putting Jack Paar power 
behind this profit-for-you promotion 
... building big demand for the entire 
Jet-Stream line with demonstration- 
selling on TV to a real mass market 
on the exclusive Easy-Over Covers. 


There'll be “Jack Paar” tags on 
the 2-qt. MIRRO Covered Saucepan 
Special, tie-in window banners, dis- 
play cards, newspaper mats. All FREE, 
all for YOU to use. Tie in the whole 
line with this TV advertising, for a 
king-size piece of this important 
profit-tunity ! 


Be sure you’re in a strong stock 
position on MIRRO Jet-Stream, be- 
fore the excitement starts. 


BUY FROM YOUR MIRRO JOBBER 





WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


REG. U.S. PAT. OFF. 


Yale combination padlocks: 
Special back to school promotion 


Every school in the United States 
has a security problem. And the 
biggest part of the security prob- 
lem is the individual student. Each 
has a locker — but is the locker 
secure? 


Yale has the answer: 515 and 516 
Combination*Padlocks. Each stu- 
dent’s books and clothing are se- 
cured by a three-number dialing 
system. The combinations are re- 


corded on charts supplied to the 
school. In addition, keying control 
on the 516 puts a master key in the 
hands of the school administration 
and assures easy access to the 
locker for any reason. 


Many hardware dealers are cash- 
ing in on the school boom with 
special efforts to move a system- 
atic combination lock plan inte 
the local schools. 


Are you? 


Want more facts? Circle 101, p. 57 
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WHATS COOKING? 


The Nicholson and Black Diamond file display is 
the best thing that’s happened to file merchandising 
in years. It’s the newest, most effective way to get 
faster turnover from a slow-moving item. 

With this free display, your files and their good- 
icoking orange handles are out where people can 
see them. The price (more reasonable than most 
people think) is right on each card —along with 
the uses, depending on the file type. And the 
plastic skin keeps each carded file clean and fresh. 

Nice part about it is the profit — which you can 


multiply by your new annual stock turn. What's 


cooking at Nicholson? More file profits for you 


> 


PILE TURNOVERS 


plus a superb lead-in to your other, higher priced 
lines. Get this display today from your wholesaler. 
Here’s the Profit Story: 
ea ge et ae ae ee 
PN een enc 
EN eee ae ae eer ee 


Handles designed and made by The Danielson 
Manufacturing Company — a Nicholson subsidiary. 


‘2 NICHOLSON == 


Nicholson File Company, Providence 1, Rhode Island - Files - Rotary Burs 
Hacksaw and Band Saw Blades - Ground Flat Stock - Industrial Hammers 


Wanr more facts? Circle 102, p. 57 
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Display more items in less space 
with ACCO“Complete Line” Packaging 


Designed to make your stocking and selling 


of ACCO Chain and Attachments more profitable 
ACCO’s new ““Complete Line’”’ Packaging im- 
proves your chain section four ways: (1) by 
graduated box sizes, (2) attractive box de- 
sign and color, (3) easy-to-read labels, (4) 
decimal system of numbering pieces in each 
box, (5 or 10 items to the box, 5 or 10 boxes 
to the carton). 

These tight-fitting boxes require less shelf 
space, keep their contents clean and new 
looking. Each box is clearly labeled as to 
size, type, quantity and stock number. Boxes 
and labels are printed in Acco’s blue and 
gold colors. For faster turnover, greater profit, build a 

Here are some of the popular products in- chain section of compact, colorful Acco boxes 
cluded in acco “‘Complete Line” Packaging: and cartons. 


men aoc! AMERICAN CHAIN *<° 


for complete information about American Chain Division - American Chain & Cable Company, Inc. 
these items, or write York, Pa., for Bridgeport, Connecticut 
new “Fingertip Facts” Catalog 603, Factories: *York and *Braddock, Pa., *San Francisco, *Chicago ( Melrose Park) 
which gives full details. Sales Offices: *Atianta, Boston, *Chicago (Melrose Park), *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore. *San Francisco 
*indicates Warehouse Stocks 
Want more facts? Circle 103, p. 57 








Commercial grab and slip hooks 
Clevis grab and slip hooks 
Repair links 

Cotter pins 

Log chain 

Cold shuts 

Connecting links 

"S$" hooks 

Key rings 
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Editorial 


by W. A. Phair 


The golden months ahead 


What’s ahead? That is a good question any time. Right now it has 
special significance. 


There are several months of golden opportunities remaining in 
1961. Sales are expected to go up, including a sharp rise at the retail 
level. That is the way business looks on the surface now, but there 
may be some real surprises ahead. 


Along with these months of golden opportunities comes the need for 
more responsive thinking and acting. That is, responsive to what may 
be new factors influencing the market. The old, reliable guides to run- 
ning a hardware business may become less important. Experience 
may count for less. What’s happened on the upswing of other business 
cycles may be of little value in mapping out the path of business for 
the rest of this year. 


What is needed now is more, and better, facts plus some shrewd 
interpretations of these facts. The months ahead call for some close 
team work between dealers, wholesalers, manufacturers. 


So far, recovery has followed rather closely the classic economic 
pattern. Recovery started at the manufacturing level. Recovery has 
been a little slower at the retail level. That figures. 


Manufacturers have to take a broader, longer look at the future. 
Trends on a nation-wide basis are significant. Time is needed to pro- 
vide for trends, to build raw materials’ inventories, to build new 
plants, to marshal technical skills in the research and development 
of products. Manufacturers are ready to move at the first glimpse 
of an upswing. 


Dealers, on the other hand, pick up the upswing more slowly. Local 
conditions often are more influential than nation-wide trends. Take 
weather, for instance. Dealers in the Dakotas and Minnesota are 
suffering from drought. Theirs is an agricultural economy and last 
Winter and this Summer moisture was scarce in the Northern Plains 
States. Yet in Georgia things are different. The farmers have a 
crop, good prices. That is reflected in a happy frame of mind among 
Southern businesses. 


Now the weather, instalment debt outstanding, employment rates, 
cost of living index and other economic figures are part of the old, 
reliable guides. But there is one big possible surprise factor for the 
rest of this year, and into 1962. In a word it is: Berlin. 


The public so far has taken the President’s actions in stride. The 
public understands the Berlin situation runs on a dual track: diplo- 
macy and armaments. The public realizes that for now the real issue 
is diplomacy. As for armaments, Winston Churchill put it neatly 
when he said years ago, “We arm to parley.” 


The surprise to business will come if the public shifts its evaluation 
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Editorial 


continued 


of Berlin and puts armaments first. Signs of such a shift will come 
in the buying mood of the public, hence the need now to be ever so 
responsive to market facts. For instance, sales of new cars are of 
rather academic importance at the retail level of hardware. Yet, if 
there is a sharp increase in new car buying soon it may mean owners 
have decided to trade in now, not to run the risk of waiting until 
1962 models are out, and you know the reasons for this. 


The past always is but a vague guide to the future. Somehow things 
never happen quite the same the second time around. That is why 
it pays, especiaily in times like these, to use the old guides but to 
be flexible enough to recognize new signs on the horizon. This is 
one of those times when it pays to be more responsive to new informa- 
tion, to plan your buying and promoting to be a jump ahead of your 
market. 


Better salesmanship tee 


The question of wholesalers setting up special hours for calls by 
manufacturers’ salesmen has brought out some interesting opinions. 
Readers have some definite views on what should be done about the 
situation. Here is what one wholesaler thinks: 


“If our buyers could devote their entire time to looking at new 
merchandise, or talking with salesmen who have an idea on how we 
could sell more of their line, we figure the time would be well spent.”’ 


That gets rather near the vital point: The responsibility of the 
saiesman to handle a call so the buyer wants to listen to him. What 
kind of a reception a salesman gets, and how much time he can expect 
from a buyer, depends on the buyer-benefits he offers. That goes for 
manufacturers’ salesmen calling on wholesalers. Also, it goes for 
wholesalers’ salesmen calling on dealers. And on dealers’ salesmen 
waiting on the trade. 


Too many salesmen forget that a call is a two-way street. The 
salesman expects some benefits, and the buyer wants some benefits 
also. Now a salesman can fulfill part of his responsibility by knowing 
his line, the market for his line, and the best way to sell that market. 
The other part in fulfilling this responsibility is keeping up to date 
on selling methods. In other words, in constantly practicing selling 
in order to be a better salesman. 


Any salesman can improve his selling ability by devoting some of 
his reading time to the subject. HARDWARE AGE has put together a 
list of basic books on the profession of selling. This is a good list 
of books for salesmen at all levels of the business. A copy of the list 
is yours for the asking. Just send us a stamped self-addressed enve- 
lope and ask for “Book List.” 
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| Do you sell 
AETNA ? 


When you do your customers get a cord that’s 
really tough. You build your reputation for 
quality. Your customers get clean cord. You 
and your customers get two guarantees with 
AETNA —Samson’s and Good Housekeeping’s 
— easier selling, plus the satisfaction of know- 
ing you’re doing the right thing. So put 
AETNA in your ‘‘want book” today. 


Excellent For Clothes Line 
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Samson Cordage Works 


Manufacturers of world famous Spot Cord® 


BOSTON 10, MASS. 
Want more facts? Circle 104, p. 57 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Ready, if trouble comes... 


The Kennedy Administration is ready to put clamps on prices and 
wages on a moment’s notice. Outbreak of limited war anywhere 
would mean immediate controls on prices, wages, distribution and 
consumption. A sudden wave of inflation and scare buying, even 
without war, would bring stronger indirect controls such as higher 
taxes, higher interest rates and control of consumer credit. Unlike 
wartime emergencies in the past, the White House won’t wait for 
Congress to act. Kennedy will rely on Presidential powers in the 
Constitution to issue control orders swiftly. White House planners 
have already shown the President what to do and how to do it. 


Farm co-ops: Status quo... 


Status of cooperatives isn’t likely to change much by the time 
Congress gets through carving up this year’s omnibus farm bill. At- 
tempts to remove co-ops from Justice Department regulation fell 
apart in the Senate. Only one mild provision was salvaged in the 
bill. This would free co-ops to act jointly in merchandising opera- 
tions. The House already has passed a farm bill with no co-op pro- 
visions. House opposition may kill the provision again as House- 
Senate conferees try to work out a compromise measure. In his 
Berlin speech, meanwhile, President Kennedy renewed his demand 
for a tax on co-op profits. 


Big dream, little hope... 


Fair traders are having another crack at a law to bar price cut- 
ting by chain stores and discount dealers. This year they’re calling 
it “fair competitive practices.” But it is still fair trade and the 
outlook for passage is bleak. Under the latest bill, by Sen. Hubert 
Humphrey (D., Minn.), manufacturers could set retail prices on 
brand name products and cut off deliveries to dealers selling below 
those prices. Foes charge the bill would drive prices up, increase 
consumers’ cost of living, and be contrary to present anti-trust laws. 


“Sth” bE in imbo .. . 


Action on the credit-regulating “truth in lending” bill (Sen. Paul 
Douglas, D., Ill.) may be put off, at least in this session of Con- 
gress. Hearings on the measure produced some fear in Congress 
that complex Douglas proposals may prove confusing for con- 
sumers as well as merchants. The bill is supposed to help consum- 
ers protect themselves against phony credit fees and padded inter- 


est rates. There may have to be some rewrite on the bill, delaying 
final action until next year. 
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Just tell us how you like itf” 


CONTEST 


*% RCA 21” COLOR TV SET 
% WESTINGHOUSE STEREO HI FI SET 
%* KODAK HOME MOVIE SET 


We're always thinking of ways to increase 
sales and profits for you on our DURO- 
PLASTIC products. Woodhill Chemical 
is giving away 1,001 wonderful prizes to 
1,001 lucky people whose letters are se- 
lected as the best in our “JUST TELL 
US HOW YOU LIKE DURO-PLASTIC 
PRODUCTS?” contest. The contest will 
be advertised in LIFE, POPULAR 
MECHANICS, POPULAR SCIENCE, 
GOOD HOUSEKEEPING and FAM- 
ILY HANDYMAN magazines. We’ve 
made up a special contest kit for you, 
Mr. Dealer, and we hope you’ll write for 
it now ... or request one from your jobber. 
We'll even send you a FREE tube of any 
one of our items along with your request. 
There are duplicate prizes for dealers 
named by the first 25 winners! 


GET THE COMPLETE PROMOTION STORY FROM YOUR 
FAVORITE JOBBER! YOU'LL INCREASE SALES... YOU 
MIGHT EVEN WIN ONE OF THE DUPLICATE PRIZES! 


Mrs. N. J. Freeman, 
Vic Gelb’s ever-loving, 
gray-haired mother-in-law. 

















ee —— 























CLIP AND MAIL THIS COUPON TODAY 


Please send me the FREE (CUR 


Contest Promotion Kit that contains... 
* Counter Card with pocket * Entry Blanks 
® Window Streamer * 1 and 2 Col. Newspaper Mats 


ALSO, send me a FREE tube of 


write in name of DURO-PLASTIC item you want 








STORE NAME 





Store Address 





City Zone State 





Signed 





My Jobber's Name 


The WOODHILL Chemical Corporation 


Want more facts? Circle 105, p. 57 
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HARDWARE BUSINESS 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Time to look ahead... 


If you never have bought merchandise on futures-orders you 
should investigate the idea with suppliers. And if you do buy fu- 
tures, it’s time to start looking ahead, for the National Hardware 
Show is less than two months away. Futures guarantee you mer- 
chandise such as power mowers, in specified quantities and at firm 
prices, delivered when needed. Payment terms for futures usually 
are generous, often with special dating allowances. You should 
weigh this Spring’s sales, freak weather, competitive chain and 
discount house sales inroads, and carryover and markdown items 
well before the hardware show. Futures are sound planning, and 
a helpful device for all of your suppliers. 


Appliance pricing: Trendsetter? .. . 


Along with industry predictions of the best sales year in many 
years comes a new idea in pricing of appliances that could set a 
far-reaching trend in 1962. Frigidaire division of General Motors 
has killed list prices on all appliances. Now the dealer sets the price. 
With the bait of list prices gone, discounters won’t be able to make 
their price-slashing claims. Dealers may be able to recoup volume, 
albeit on slim margins. The big question here: Will other makers of 
appliances; possibly many other lines, pick up the idea? And what 
will happen to discounting vs traditional service-sales outlets if 
list prices become a thing of the past? Only time will tell. 


Antiques out of the bathroom... 


The recent housewares show spotlighted a growing trend: More 
modern and beautiful bathrooms. This thinking could be the nucleus 
for a strong Fall promotion in your store. Except in the newest 
homes, the American bathroom is way down on the list when homes 
are being redecorated or improved. Wild new colors, improved 
utility, and alluring design in bathroom accessories is the trend. 
Some 40 million older dwellings are the sales target. Fresh displays 
featuring newly designed merchandise are your means to more 
sales. 


Fall paint color predictions .. . 


Here are the colors that will make the most sales in your paint 
department this Fall: Beiges (sandalwood), mauves (lilac, phlox), 
blue-greens and yellows. This prediction is based on 150,000 re- 
ports nationwide by paint dealers reporting sales trends to the 
Color Corp. of America. The current sales leaders regionally: East, 
mauve and turquoise; South, beige shades; Southwest, beiges and 
mauves; Midwest, mauve, turquoise, yellow and beige are even: 
West (north-central), beige family; Northwest, beiges and mauve. 


... Turn to page 91 for more news of How’s the Hardware Business. 
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SELL NOW PAY LATER 


Your jobber can now deliver 


Supreme Versamatic and Versamate 
for your Fall and Christmas selling — 
with deferred billing! 


Sell now—pay later! 


You can sell big-demand nationally 
advertised Versamatic and Versa- 
mate throughout the big Fall selling 
period—without investing a penny! 
Don’t wait for your wholesaler to 
call this “dating’”’ program to your 


mind that you can earn as much 
as $1000 clear profit on these tools 
during the balance of 1961. But you 
must act at once. Demand will ex- 
ceed supply inavery short while,and 
this offer will be good only in July, 





HERE’S ALL YOU DO: 


1. Order Supreme Versamatics 
and Versamates from your jobber 
during July, August, and up to 
September 15. Tell him you want 
deferred billing. 


2. Display them... feature them 
.. and bank the profits. 


3. Your jobber will bill you later! 
Depending on your credit relation- 
ship with him, this could mean 
December, '61 or even January, 
1962! 


y 


~s ir RB 
~F 


attention. Call him now. Keep in August and part of September! 








4. Suggestion: Order Supreme 
combination package No. 6500. 
Contains 2 Versamatics, 1 Versa- 
mate and FREE pilfer-proof dis- 
play. Better order early and better 
order several. They may be hard 
to get in September. 


FOR 25,000,000 Power Drill Owners... 


VERSAMATIC 


a 4 is the most-wanted of all tools! 


VERSAMATE 


Like Versamatic but does not reverse. 
Same power increase. Versamate puts 
your drill into low gear for heavy 
jobs. There is no better tool made 
for driving screws. List Price — $9.95. 
Dealer Profit — $3.33. 











PRODUCTS 
CORPORATION 
2222 S. CALUMET « CHICAGO 16 


PRECISION Jase PRODUCTS 
Want more facts? Circle 106, p. 57 
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MERGHANDISING 
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A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


£ 
We 


FALL, CHRISTMAS SALES WINNERS EMERGE FROM SUMMER SHOWS. Recent sales 
activity in number of lines points to hefty profits for dealers 
who climb aboard early. Some examples: Toy race cars and road race 
games may surpass the oldest of favorites, the electric train. 
This trend reflects the times. Lilac-hued housewares, particularly 
for the bathroom, are meeting enthusiastic approval. Almost every- 
where this Summer, giftwares got the best receptinn ever, espe- 
cially decor items. More dealers than ever seem anxious for high 
margin gifts to combat losses to discounters. 






































CREDIT GIVES YOU INSIDE TRACK ON MORE FALL SALES. For some while you've 
been hearing that income is up this year. "Where's it going?" you 
ask. In first half of year, instalment debt was reduced by more 
than $1.1 billion, by customers made wary of debt in recession. 
In May, a thaw began when consumers bought a little more on time- 
pay than they paid off. With recession worries behind us and in- 
Stalment debt in good shape, customers are ready to buy on-time 
again. Dealers who woo this business will find little resistance 
to high quality, big-ticket merchandise as Autumn approaches. 
































IF YOU SELL TV SETS, TWO FACETS BEAR CLOSE WATCHING. A couple of trends 
are evident, could become key sales factors. Foreign makers are 
concentrating on 8% in. "personal" portable TV sets. Prices in 
$250 range, but will fall if good acceptance makes mass production 
feasible. Also notable, the major producer of color TV reports 
Sales ahead by 20-25% in first half of 1961, and sees 50% gain for 
year. Perhaps 1962 will be the break through year for color TV. 
With price tags at $500 each, this trend is worthy of close 
Scrutiny by every dealer with a TV-appliance department. 


























SOME EARLY=-BIRD ACTIVITY WORTHY OF YOUR ATTENTION. Eastern wholesalers 
note an unusual flood of inquiries about price and availability of 
Snow shovels and powered snow removers. Last year's brutal Winter 
left most dealers without carryover stock, and many lost sales due 
to outs. Better place your bid early, for a few unseasonal 
flurries ahead of schedule could start a buying stampede. Also 
notable, a number of spot ads by some chains and discounters 
offering “out of season savings" on aluminum Christmas trees. This 


is seen a hot item for Fall, but be wary of quality in "bargain" 
promotional trees. 
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LIFETIME 
SHARPENING 


WHEN YOU BUY YOUR 
COMET QUICK-SET DADO 


—during this special offer, you will 
receive free sharpening by factory 
experts for the lifetime of the 
blades! You will receive a Certificate 
with your purchase of any Comet 6” 
or 9” Quick-Set Dado. This Certifi- 
cate (plus $1 for insurance, postage 
and handling) is all you need to save an average of $4-5 
each time the blades need sharpening. Only Comet can 
make this offer—because only Comet Dados stay sharp 5 
times longer, are perfectly balanced to cut clean every time. 


SPECIAL, LIMITED OFFER EXPIRES MIDNIGHT 
OCT. 5—SEE YOUR LOCAL COMET DEALER 
NOW, OR WRITE FOR ONE NEAREST YOU 


Hurry! Send me the name of my nearest Comet Dealer: 


COMET MANUFACTURING COMPANY 


875 Arroyo Parkway Pasadena, California 
CORPORATION Pp © Comet ~ 1961 








COMET INTRODUCES 
ONE OF THE MOST 
STARTLING OFFERS 
EVER MADE IN 

THE HISTORY OF 
WOODWORKING... 


AND THEN LAUNCHES 
IT WITH A 5-POINT 
DEALER PROMOTION 
THE COMET re 


The consumer offer (left) speaks for itself (and will ‘speak’’ loud to 
over 3,000,000 people next month in 4 leading national maga- 
zines!). The special, ‘‘FEEVER’’ dealer promotion includes all the 5 
ingredients needed to make this a successful promotion for you, in- 
cluding: an additional 5% added to the regular Comet discount; cu- 
mulative quantity discounts; and all the necessary store merchandis- 
ing aids! Both the consumer offer and the ‘‘FEEVER”’ promotion expire 
midnight, October 5! If you have not heard the Comet ‘‘FEEVER"’ 
story, yet —fill out and mail the coupon below — write now! 


COMET MANUFACTURING COMPANY 


875 Arroyo Parkway Pasadena, California 


CORPORATION Offer good in U.S. only. 





Your “FEEVER” Promotion sounds hot! 
Please rush the full story to: 





Want more facts? Circle 107, p. 57 


HARDWARE AGE, August 10, 1961 © 15 





Coming in September! A 
more General Electric Electro 


his cool light is “HOT” — already it’s a 
best-seller and proved profit-maker .. . 

















Look at the handy features — the terrific cramped outlets where other lights won’t 
sales appeal — of this new Electro Lumi- go. Three extra outlets let you plug in 
nescent Nite Lite, from General Electric! lamps, appliances, extension cords. 

Just a penny pays for months of soft, Ideal for bedroom, nursery, bath and 
green light. No bulb, no switches—just “danger” spots. 
plug it in or hang it up. Swivel plug fits Suggested retail price — $1.39. 


Want more facts? Circle 108, p. 57 
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powertul push to help you sel 
Luminescent Nite Lites! 


New program for even bigger fall sales kicks These store-proved P.0.P. displays make the 


off with ads in Life, Saturday Evening Post, national program pay off at your counter... 
Parents’... 


a aS | 
—_ i \ of JO sass - (RY ) ee vk ee 
Wad. ee BNITELITE | “yorum 


¢ Ms - fo 7 MP 
Pay, LF 
eM! 
i 
_ nw é . 
nag o : 
Oklahoma 
WHAT DO YOU WANT 
FROM TV ?e oc. smn sme 


~ 


fie, ‘at 
CAy 


oe. 


any 
oon Oe 


National advertising will carry the G-E Electro Self-selling packaging, colorful window and 
Luminescent Nite Lite story to over 35,000,000 counter displays, and sales-clinching product 
readers. This advertising, plus extensive editorial demonstrator help put the coast-to-coast promo- 
coverage in newspapers and other magazines — tion to work in your store — move G-E Electro 
pre-sells your customers — makes your selling Luminescent Nite Lites fast. (Request display 
job easier, materials on your merchandise order.) 


Pian now for profit! Tie-in your counter with this salesmaking promotion. 
General Electric Company, Wiring Device Department, Providence 7, R. |. ™ 


cerren 
“A 


Cormer™ 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 


Want more facts? Circle 108, p. 57 
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YEAR-ROUND SALES WITH 40% PROFIT! 


ay \fe) 8 eee 
Resp-R-Aid 


aut New purer MASK 


Filters the Ag 
You Breathe... 
ANY WHERE! 


GED RESP-R-AID PROTECTIVE FILTER MASKS 


SELF-SELLING DISPLAY TIES IN WITH: 


1 = Paints and Spraying Equipment (#3575 DISPLAY ASSORTMENT) ‘. 


6 Resp-R-Aid Masks @ $1.98 ..... 
2 Replacement Filters @ 98¢ ...... ice ees 1.96 


40% PROFIT ON RESP-R-AID 


2 = Worksnop, Sanding and Cutting Tools YOU SELL FOR ....... $13.84 


WORN CARED .n.-i sce, Bee 


3 YOU MAKE .... $ 5.54 
= Housekeeping and Gardening Supplies _ ALL 8 PIECES PACKED IN COLORFUL, COMPACT 


SELF-SERVICE, DISPLAY CARTON. 


Protective —proved in industry . . . filters out non- 
toxic dusts, sprays, pollen, insecticides. A blessing 
for allergy sufferers. Sanitized with long-lasting 
bacteriostatic agent. 

Comfortable — soft urethane foam moulds itself 
gently to the face. 

Lightweight— barely over 1 ounce! 
Easy-breathing—entire mask is a filter . . . up to 
8 times more filtering area. Tiny cells trap foreign 
particles, let air through. 

Washable — easy to clean with soap and water. 
Re-use indefinitely. Durable and long lasting. 


ORDER FROM YOUR HARDWARE WHOLESALER 


NATIONALLY ADVERTISED IN POPULAR MECHANICS, POPULAR SCIENCE MONTHLY, RUBBER COMPANY 
FAMILY HANDYMAN, WORKBENCH, HOME CRAFTSMAN AND LEADING FARM JOURNALS. 


Want more facts? Circle 109, p. 57 


PROVIDENCE 2, RHODE ISLAND 
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Weldwood announces 


ee 


New Penetrating Wood Sealer-finish 
helps you tap 3 big markets — 
for more sales, more profit! 


A DANISH-TYPE A SUPER-TOUGH A SEALER FOR 
OIL FINISH FLOOR FINISH ALL WOODS 


Less work! New Deep Finish Firzite® pro- Outwears surface wood finishes! Deep Fin- Perfect sealer like its famous predecessor, 
duces a beautiful Danish-type ‘‘hand- ish Firzite penetrates the wood fibers— Clear Firzite. Deep Finish Firzite helps pre- 
rubbed” effect without laborious rubbing. producing a low-luster finish that wears vent grain raising or checking on paint or 
Just brush on, wipe off! with the wood. varnish work, “‘wild grain” with softwoods. 


Pe 


ORDER TODAY 


—get two extra pints Retail Value Merchandise $43.00 
FREE, plus wood (includes free goods) . 
samples, and display Dealer Cost — 

unit — 15%” wide, New Deep Finish Firzite. 24.30 
8%” deep, 30” high (4 gals., 6 qts., 4 pts.) (JOBBER'S NAME WHERE NECESSARY) 


Dealer Profit 
Company 
PLUS THESE FREE EXTRAS 


1. Two pints Deep 
Finish Firzite 


WE LD wo 0 D 2. Eye-catching self- 


contained display unit 


S 3. Three real wood 
WOOD FINISHE ae 





Products of United States Plywood 
Want more facts? Circle 110, p. 57 
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QUESTION: 


WHAT ONE FEATURE OF THE 
BURNS TILLER MAKES IT THE 
BEST IN THE OUTDOOR POWER 
EQUIPMENT MARKET! 


LIFETIME 


GUARANTEED 
TRANSMISSION 


. BECAUSE it is the only tiller on the market 


today with this transmission guarantee! 


Ap =) A OF-WOL~} reli bc-je-bolobbelo met et-U0ba ae-bels Meilt-ba-beb carte 
performance make Burns Tillers the easiest 


and fastest to sell, for dealers everywhere! 
Other customer-winning features are: 


@ EASY FINGERTIP CONTROLS . . »« BECAUSE they sell and stay sold, with profits 


@ 3-HP BRIGGS AND STRATTON ENGINE so) mo (=t- 0 (=) a SEE bo Co Move) oe} 0) (=) ¢- ME-T- 00 (-) ¢-( 05 00) o MENS C0) 
@ EXCLUSIVE DEPTH CONTROL BAR customers. 
@ ACCESSORY GROUP 


FOR MORE FACTS ON 


North America’s Finest Tiller 
WRITE — 


BURNS MANUFACTURING COMPANY, INC. 


LOUISVILLE, GEORGIA 


A SUBSIDIARY OF DRAPER CORPORATION 


Want more facts? Circle 111, p. 57 
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35,000 milesssssssssssssssssssss. 


This flat's a year late. 

Most trucks would have had it 15,000 
miles ago. 

Not ours. 

Volkswagen trucks put almost a ton 
less load on tires. Even though they 
carry more than most others. 

(Did we ever tell you how we took 
off weight?) 

First, our aluminum magnesium engine 
is the lightest of its kind in the world. 


Second, our trucks are welded to- 
gether. No bolts. (This is where our 
strength comes from.) 

There are 13,000 automatic welds in 
every VW truck body. It’s a solid hunk of 
steel. This got rid of the heavy members 
that bolted trucks need. Like the frame. 

Third, no radiator, no driveshaft, no 
hood, no fenders. A loaded Volkswagen 
is as light on its tires as most other 
trucks empty. 


Want more facts? Circle 112, p. 57 


Even our rear engine saves tread. 
The cargo rides in the middle. The tires 
share the load equally. 

We tell owners to expect about 
35,000 miles on a set, normal driving. One 
set of tires on a Volkswagen lasts almost 
as long as two on other trucks. 

Some owners say they get 
40,000. 

Others think this is a lot of 
hot air. 
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They eat their way to death with WARFARIN’ - +> 


a development of the Wisconsin 


A little more than 10 years ag0 WARFARIN 
was hailed as 4 dramatic new discovery 
that revolutionized the extermination of 
rats and mice. Since then WARFARIN 
has proved itself to be the safest rodenti- 
cide known, and its name has become 
a household word throughout the world. 


Rats and mice carry at least 19 known 
diseases affecting met and animals, in- 
cluding food poisoning and typhus. In 
America they eat OF destroy enough 
food to feed 10,000,000 people. For 
centuries they successfully outsmarted 
man by avoiding his traps and poisoned 
baits. But WARFARIN turned the tables. 


WARFARIN WaS discovered in the labora- 
tories of Professor Karl Paul Link at the 
University of Wisconsin in the course 
of intensive studies on the coagulation 
of blood. It was shown that when rats 
and mice eat baits with WARFARIN OVE 


*wARFarin—from the first letters of the 
Wisconsin Alumni Research Foundation. 


Alumni Research Foundation. 


a period of several days their blood 
cannot clot, and they die of internal 
hemorrhage- 


Since WARFARIN baits kill rats and mice 
wi discomfort, they never 
become susp! _ They keep coming 
back for more - - - entire colony 
is destroyed. A single dose is harmless 
to children, pets, birds and domestic 
animals. it is the repeat-dose require- 
ment that makes WARFARIN the safest 
rodenticide in use today. 


WARFARIN baits, easy 0 use and eco- 
nomical, are sold under various brand 
names at drug, hardware, farm supply 
and food stores. For your protection, 
look for the name WARFARIN on the 
label of the product your dealer carries. 


WARFARIN iS tested and certified by the 
Wisconsin Alumni Research Foundation, 
Madison, Wisconsin. It’s sure death to 
rats and mice because it kills them with 
kindness! 





w 
ant more facts? Circle 113, p. 57 


BUILD PROFITS! 


1. WARFARIN baits are the world’s biggest selling ro 
because they're sure death to rats and mice! : 

2. WARFARIN baits are easy to use! ee 

3. WARFARIN is harmless to humans, pets, birds, and domestic 
Stock WARFARIN baits, now. Today's customer will be pre-sold 


and re-sold on baits containing WARFARIN, the active ingred | 
_in the world’s most effective rodenticides ! ! , | 





WISCONSIN 
ALUMNI 
RESEARCH 


FOUNDATION 


MADISON, WISCONSIN 


WARFARIN 


Want more facts? Circle 113, p. 57 
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COLUMBIAN’S Complete 





COLUMBIAN ” - 
DISPLAY Rack. “ee 


ansigned to fit on top of rope r k 
FP de “ counter or shelf Z 
oe ° you with any order for 


Reel 
THETIC Ropes, CCLUMBIAN Syn. 


FREE! / 


COLUMBIAN 

DISPLAY RACK crepe 
Requires on! 

eee ....d 

any Order fo 

LUMBIAN Ta 


<= 
—=_— 





New! Easy to Handle, Easy to Store, Colpack Cartons! 


Thousands of New Boat Owners NEW SELF DISPLAYING CARTON 
il h p . R hi § A new, ee — — — 
will be Buying Rope this Summer... op enters + poste bees = 


and sizes for the small boat owner. 
... and they'll be asking you for all kinds of ropes for 


all sorts of purposes. Many of these applications can be are 
served best by a new synthetic rope: Nylon for anchor- Self Displaying counter package will stimu- 
late sales of Nylon Boating ropes. 


ing, Dacron® for running rigging. Some may ask for 

Polypropylene in their stead. Be sure you have enough Saves You Time. With these Pick-Me-Up coils 

COLUMBIAN on hand to see you through. Remember, you don’t have to measure, cut or weigh 
the rope. The customer makes the sale. 


there’s more profit per sale when you sell COLUMBIAN 

synthetics. Why not check your inventory now and Small Space. Only 12” x21” of space re- 

place your order for more COLUMBIAN ROPE. quired to put you in the synthetic rope busi- 
ness. Every boat owner needs nylon. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City,” N. Y. 


*Dacron is a trademark DuPont polyester fiber 


Want more facts? Circle 114, p. 57 
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GETS 'EM 


ALL WOUND UP 


WITH 


10 TESTED HARDWARE PROMOTIONS! 


Here’s what Alcoa gives you: Ten 
tested and proven ideas that sell 
your stock! Traffic-building “‘satu- 
ration” radio spots in key market 
areas! 'T'wo full-color pages in the 
magazine your best prospects 
read! Buy-appeal commercials on 
Alcoa’s network TV show, “Alcoa 
Presents’! Sales banners and in- 
dividual sets of five counter cards 
to establish you as “headquar- 


ters” for hardware and hardware 
information! 
SEND TODAY 
FOR YOUR FREE 
PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone. . . or simply 
clip the handy coupon at right! 


' 
j 
! 
i 
! 
' 
i 
' 
i 
i 
' 
i 
i 
i 
i 
I 
i 
! 
! 
! 
i 
i 
i 
i 
.! 


Aluminum Company of America 
1646-H Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide .. . to help me 
sell more hardware than ever before! 


Store Name _—|" MEE 
Se St 
City . 


Ordered by __ ; 
Las eaeaeeweaeecaeeoeeoaeoeaaeanaoeace 


Zone__—Ci State —— 


Varcoa ALU AAINU AA 





ALUMINUM COMPANY OF AMERICA 


For exciting drama watch ALCOA PRESENTS every Tuesday evening... ABC-TV 


Want more facts? Circle 115, p. 57 
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NEW IDEA IN 
BRIGHT suse 
CAN OPENERS! 





AUTOMATIC - 
ELECTRIC crcnes 


Wall Can Opener... Counter Can Opener... Under- 
Cabinet Can Opener—you name it — SWING -A-WAY 
has it! This wall can opener can be bought with a 
counter stand or under-cabinet bracket, the choice is 
yours. It looks and acts like a super-deluxe, super- 
expensive job, yet the price-tag is a lowly $14.95 
Accessories extra: Counter Stand... . $3.98 
Under-Cabinet Bracket... . $1.00 


Finest Quality Features « Completely automatic ¢ Opens 
all standard cans ¢ Powerful, ceramic magnet ¢ Strong, 
die-cast housing and stand « Exclusive gear-driven 
cutter ¢ Stand has convenient cord storage area 
e Sandalwood enamel, Chrome trim ¢ Fully guaranteed 


THE COMPANY WITH 
trom jouill THE CAN OPENER REPUTATION! 


SWING-A-WAY MANUFACTURING CO., 4100 BECK AVE.,ST. LOUIS 16, MO. 
iN CANADA: FOX AGENCIES PORT CREDIT, ONTARIO 














Want more facts? Circle 116, p. 57 
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ty Water Systems 
- E. Myers & Bro.Co. 





| Myers| EXCLUSIVE “BAKED-ON” EPOXY 





... gives your customers a pressure tank that lasts long Epoxy will withstand damp installation sites and highly 
after other tanks fail. Available only from Myers... these corrosive water for years. And backing up our confidence in 
pressure tanks are “corrosion proofed” by an exclusive Myers Epoxy coated tanks...is a liberal 3-year warranty. 
process in which the Epoxy is BAKED-ON in a high- 


Your Choice of horizontal or vertical models in all popu- 
temperature oven. 


lar sizes. Vertical tanks feature universal tapping—can be 
This tough, protective coating of bonded, “Fire-Cured” used with any pump, regardless of type, make or size. 


MYERS TANKS are carefully prepared to provide an ideal 
bonding surface, carefully coated with Epoxy and then 
slowly baked in high-temperature ovens. When they 
emerge, the Epoxy has been transformed into a super 
protective coating—bonded tightly to the tank surface. 


FREE SELLING AID HELPS MAKE SALES EASIER—Attrac- 
tive mailing piece explains the advantages of Myers 
“Fire-Cured” Epoxy coated tanks. Contains space for 
dealer imprint. To get your supply of these mailing 
A. ’Fire-Cured” pieces, and complete information and prices on Myers 


Epoxy Coating Epoxy coated tanks, contact your Myers wholesaler. 
B. Super bond coating 


= Heavy Gauge | Myers The F. E. Myers ® Bro. Co. 


Steel Tank ASHLAND, OHIO KITCHENER, ONTARIO 


SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO 


Want more facts? Circle 117, p. 57 
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TWINKLE 


The homemoaker's 
favorite. Sturdy 
plastic bristles in 
white or bright 
assorted colors. 
Retail 49c. 


Economy choice. Palmyra 
bristles in tumbled wood 
block. Retail 39c, 


GOOSE 


For the tough jobs. Gene 
vine OXCO Palmetto 
fibre bristles give long 
life on cement, stone, 
brick, etc. Retail 85c. 


MATE W.T. 


White tampico bristles in 
pointed block. A steady 
seller at 39c, 


TIGER 


Square block with 70 
tufts of white tampico 
for long life and effi- 
cient action. Retail 59c. 


# 880 SPEEDY-CLEAN® SCRUBSTER 


Solid plastic block in pink, yellow and 
sandalwood with matching crimped plastic 
bristles. Note hanging ring and fluted grip. 
Packed one dozen assorted colors to carton. 
Retail 69c. 





OxXco 
SCRUBS 


ACK up © 


STEADY SALES 


Let’s face it. There’s not much romance in a scrub 
brush. People need ’em, they buy ’em. They wear 
"em out, they come back for another. 


That’s the way with Oxco scrubs. They just lie 
there ... and sell! Small investment, small space, 
big turnover. Your customers get top value when 
they buy Oxco... you get top dollar volume. 


No, there’s nothing romantic about an Oxco scrub. 
The excitement’s in the sales story! 


Order these fast-moving scrubs from your 
Oxco Jobber. 


THE LINE 
THAT 


Ss he BRUSH COMPANY, INC. MOVES 


sreoericx elabehed /S§F MARYLAND 


7 





-_ 
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All-Steel Utility Case 
to help you sell 


“SKIL DRILLS 





4s ..and you can get up to a 00% 


Now, a great new merchandising idea that'll help you 
ring up more drill sales than ever . . . a deluxe, all-steel utility 
case that you can offer free to your customers with each Skil 
4" or %" drill you sell. 


Both drills carry Skil’s regular retail price... and you 
get your full regular discount! 


What's more, 5 will get you 50! Order in quantities of 5 for 
either drill and you get a whopping big 50% mark-up! Full, 
regular mark-up on quantities less than 5 for either drill. 
Want more facts? Circle 120, p. 57 


DELUXE, ALL-STEEL CASE has rugged 
chrome handle and latch. Has a dozen and 
one uses around the home! 


. seeeoeceeoeaoeeoeaeeeaeeee e226 


Model 503K. Powerful, 2.5 
Taal emaale}¢e] am ial imotelali-1a6-mie 


power unit for 6 Snap/Lock %" Drill with 
i fole)i-wam Cl-y-lacieMoialllel @ FREE UTILITY CASE 


18° 


retail price of 
drill only 





~~ 
%" Drill with \ 
FREE UTILITY CASE 


32" 


retail price of Model 560K. Rugged 3 amp 


drill only motor. Removable side 


ay-Lalelicmielm:) a0g-Melelshége) mm Mati: 
ofoltioli-ma-r0 10 leadlelame|-1-1a-¥ 


mark-up on this special offer! 


Special self-display carton comes with each drill, along with 
colorful display card in case lid to make it a self-selling unit. 

Don't miss out on this one! It’s a limited time offer, so 
better get your order in right away. Call your wholesaler imme- 


diately, or write: Skil Corporation, Dept. 503H, 5033 Elston 


Avenue, Chicago 30, Illinois, for details. 500 LINE 


SeoTI Ina TREN OS TO DAY WITH LEA DE RSFriIF 
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LIKE | SAID, PODNUH, IT TAKES 


PENETRATION 


TO MAKE PAINT STICK TO THE JOB 


High quality pigment-in-oil paint gives 
amazing durability provided it penetrates 
the surface. Without proper penetration 
it is not possible to gain satisfactory ad- 
hesion. Gum Turpentine, the world’s 
best paint thinner, provides the ideal 
penetration to anchor the paint film to 
the surface. All good painters know this 
secret of good paint jobs. Every time 
you sell outside house paints or long 
lasting interior oil paints, enamels and 
varnishes, sell Gum Turpentine. Make 
sure the paint you sell gives lasting sat- 
isfaction. You make a handsome profit 
on Gum Turpentine. Nationally adver- 
tised in leading magazines and farm 
journals. Order a good stock of Gum 
Turpentine today. The AT-FA seal is 

your assurance of genuine spirits of 

Gum Turpentine. 





YS 
\ \ \ WAY 
WAAAY \ 
ANY A Wd 
\ ANY MIMMHAMNY 


AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Georgia 
Want more facts? Circle 121, p. 57 
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NEW VERSION 
OFTHE WORLDS =: 
CUS Ta 


HAMMER only 32 


9 
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; | @ The “jet-stream styling’ today’s 
customers want! 
@ The better construction that means a 


better value, builds store prestige! 


] @ The lower prices that create 
a sales—higher mark-ups! 


@eeeeceeeeeeseeeeeseeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeesee na your bicycle department — in high o 


BUILT BETTER! Se 


COSTS, 
LESS! 





Write for Catalogues 
and Price Lists i. 


ARMSTRONG The best of English Lightweights 


Styled, Engineered and Priced to outsell 
your competition. A fast-selling model for 
BICYCLES every price range. 


PHILLIPS 
ROLLER SKATES 


The World’s Finest— 


for Indoor and Outdoor use 
. « « With super silent ball bearing 
rubber wheels. Built to top-line 
engineering specifications to en- 
sure durability and safety. 


BICYCLES 
LAWN MOWERS 


MANUFACTURED BY CHAIN BIKE CORPORATION 


350 BEACH 79th STREET * ROCKAWAY BEACH, N.Y. 200 FIFTH AVENUE « NEW YORK 
Want more facts? Circle 123, p. 57 A 
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A Bouquet Of from 


Rubbermai 


..- Makes Your Profits Bloom 


With Rubbermaid, it’s LILAC—fashion-favorite 
for bathrooms. Carefully sales-tested with proven 
results. So, back LILAC and enjoy the sweet 
smell of success. 


SEE OTHER SIDE FOR ALL DETAILS =” 





Rubbermaid’s Sales-Testing Proves 


LILAC’S A LEADER 


Be ready with these beautiful bath items when customers call for Lilac. Here they are, in 
lovely array, all quality-crafted by the name women know and want— RUBBERMAID. 


Item No. Description and Size—Inches Std. Ctn. | Wt. Lbs. | Retail 
2855 Bathtub Caddy, 26,” x 434” x 234” high 3Y% $3.98 
2939 Tissue Dispenser, 10%” x 544” 3% $1.79 
2940 Vanity Wastebasket, 914” diameter, 1034” high 4 $1.49 


(One Side Decorated) 


2941 Round Wastebasket, 12” diameter, 1154” high 
2952 Vanity Wastebasket, 934” x 634” x 1044” high 


(One Side Decorated) 


2955 Rectangular Wastebasket, 1144” x 844” x 1234” high 


(One Side Decorated) 


7038 Safti-Grip Bathmat, 14” x 221,” 
7040 Safti-Grip Bathmat, 14” x 2534” 
7042 Safti-Grip Bathmat, 18” x 30” 

7112 Safti-Grip Shower Mat, 2244” x 2214” 
7202 Toilet Top Tray, 7%” x 1934” 


8719 Deluxe Toilet Bowl Brush Set, 434” x 434” x 1834” high 














4 $1.98 
4\,4 $1.49 


< $1.98 











7 $2.49 
7 $2.98 
1] $3.98 
$3.49 
4 $1.49 


6 $3.98 
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Special Introductory Assortment #8740-Available Aug. 1st thru Oct. 30th 


Special 
introductory 2-4#2855 Bathtub Caddy 
assortment 2-#2939 Decorated Tissue Dispenser 
2-42940 Round Wastebasket 
at FULL 40% 2-#2941 Round Wastebasket 
2-42952 Rect.Wastebasket 
PROFIT 2-#2955 ect. eustohennet 
3-#7038 Bathmat 
MARGIN! 3-4#7040 rane 
3-47042 Bathmat 
Introductory assortment 2-#7202 Toilet Top Tray 


will be drop-shipped, 2-48719 Toilet Bowl Brush Set 
pre-paid to you. 


Description and Size Retail 

















Total Retail for Assortment $64.71 
FREE! WINDOW BANNER Your Cost 38.83 
INCLUDED WITH EACH ASSORTMENT YOUR PROFIT—FULL 40% $25.88 





Just arrived! Plan your promotion now! 


— Libbermal ad : Call your Rubbermaid 
Bathroom Accessories 


wholesaler today! 
in the newest bathroom color 


LILAC Rubbermaid. 


MEANS BETTER MADE 
TRAFFIC STOPPING WINDOW BANNER makes 


your store a Rubbermaid Lilac Headquarters. 
Size: 27" wide x 11” deep. 


RUBBERMAID INC. WOOSTER, OHIO HC-16 LITHO U.S.A. (5 61) 
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Unique roof, walls make 
for distinctive store appear- 
ance. 


§ Hechinger's management 

| team on left, John W. Hech- 
inger, on right, Richard 
England. 


TF 
1% i 
~ " g ” 


How to use displays 


to create your store image 


Here are unusual features in a store designed to create 


an image of do-it-yourself headquarters and 


to dramatize full lines—the newest Hechinger store 


How do you create an image that your store can 
be helpful in solving a do-it-yourself problem, that 
your clerks have plenty of product knowledge? How 
can you dramatize lines to create an image that your 
store carries full lines so customers can decide on 
and identify the items they want to buy? 

The answer: dramatic, informative displays. 

Displays to solve these merchandising problems are 


a feature of the new Hechinger store in Alexandria, 
Va. The store was opened recently. It replaces a 
smaller, older nearby store. 

Such displays are typical of advancements in lay- 
out and design as Hechinger’s builds new or replace- 
ment stores in the Washington, D. C., area. Manage- 
ment draws on its experience, and then calls in an 
architect, to produce a store that management deems 


HARDWARE AGE, August 10, 1961 © 37 





How to use displays to create your store image 
(Continued) 


Sample 





customers. 


MAT 


structure 


ERIALS 


showing different 
types of home construction to help 
Above, the sample struc- 


ture and at left closeup of end show- 
ing installation of electric wiring, sid- 


ing, insulation. 


Panels, near sample structure, hold one- ie 
each displays to create image of full 


lines. 


the latest in merchandising appeal. 

Unusual features of the new Alexandria store, in 
addition to dramatic displays, are: the entrance at 
the rear, off the parking lot; solid walls for more dis- 
play area except for small windows at the roof line; 
wide center aisles to pull traffic to the rear of the 
store; an open sales floor for a spacious atmosphere. 

The image of do-it-yourself headquarters is fostered 
by a special display designed by the exhibit specialist 
at the Smithsonian Institute. This special display is 
a model of various kinds of home construction: joists, 
braces, sub and finished flooring, chimneys, electrical, 
plumbing, insulation, siding. A sample of all these 
elements of home construction are in the display, 
so customers can understand and salesmen explain 
how to handle projects. 

This special display is at the rear of the store, ad- 
joining the customer order desk for the construction 
materials department. Traffic flows directly from the 
entrance to the display in a 9-foot aisle. This aisle 
also funnels traffic to the check out counters. 
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Near this sample of a home construction job, and 
near the order desk, are panels displaying full lines. 
One each of numbers stocked are on the panel. Cus- 
tomers can check the panels, see what items are avail- 
able and make their selection. Another advantage is 
in communicating with sales people when a customer 
does not know the formal name of an item—the cus- 
tomer just points and says “That’s what I want.” 

One of these panels, illustrated with this article, 
shows the full line of roofing and siding. 

Panel displays takes the general concept of “get 
everything out in the open so customers can see it” 
forward another step. These displays create an image 
of full lines, of the store’s ability to meet just about 
every customer need. 

The open sales floor effect is achieved by using low 
floor fixtures. Also, the company changed its policy 
of putting electrical fixtures out in the open, and 
located the section along a wall. Now the ceiling 
area is used for suspending light fixtures without 
cutting off the view across the sales floor. The wall 








Plumbing items are displayed on horizontal backing, in 
tilted metal trays. 


Hand tools on display have protective cord with » 
overstock in low cabinets. 


V-shaped displays along wall provide additional y 
space for showing electrical fixtures. 


area in this section was extended by placing V-shaped 
perforated panel board sections every few feet. The 
V-shaped displays take up some of the aisle space, 
but about doubles the wall display potential. 

The Alexandria store, like other Hechinger stores, 
was designed by an architect; not built over plans of 
another store. Management uses an architect, and 
a fresh plan for each store, to obtain the latest think- 
ing on retail store layout. 

The walls of the store are solid for 8 feet, provid- 
ing plenty of wall display area. Then there is an area 
of small windows just under the roof. The daylight 
does not interfere with interior lighting, but com- 
plements it. The roof is diamond-shaped trusses. This 
design, plus the high windows, gives a floating effect 
to the roof. 

The 130-car parking lot is at the rear, and side of 
the building, so the only entrance is in the rear wall, 
facing the lot. The store has 17,000 sq ft of air-con- 
ditioned selling space, plus 10,000 sq ft outdoor sec- 
tion towards the street for a garden shop. @ End 


Various types of floor fixtures display electrical sec- 
tion items. 


a 








Water systems 


No line 


for triflers 


Product knowledge, instal- 


Dealer Hoover (right) demonstrates light weight easy handling 


lation, service ... these form 


the basis for steady volume in water 


plastic pipe. 


systems. And the initial sale is but a begin ning to a whole string of big ticket tie-ins. . 


“Get in or get out,” says F. F. Hoover to dealers 
who would like to share in the profitable water sys- 
tems business. 

“You’ve got to stock good merchandise, know that 
merchandise inside and out, be able to make installa- 
tions, and be happy to service your sales,” Mr. Hoover 
says. 

In brief, this dealer’s point of view: “‘triflers be- 
ware, you can’t make money here.” 

Mr. Hoover is one of three partners in Osborn- 
Harrell-Hoover Hardware Co., Murfreesboro, Tenn. 
He is the firm’s water systems’ specialist. 

“One thing we have to bear in mind is that while 
most American farms and far-suburban homes are 
electrified, there are still many of them that have 
not yet been ‘waterfied’.”’ 

Mr. Hoover sees no reason why a farmer or house- 
holder who owns acreage would want to continue the 
drudgery of hand pumping water when he can install 
an automatic system for the “price of a good mule.” 

“Our water pump prices range from $125 to $600. 
We sell only one line, of fine quality. The price, of 
course, depends on how available the water supply is, 
and how much the system will be used,” Mr. Hoover 
says. 

“Shallow wells, springs and streams can be rigged 
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for the lower prices. Naturally, deep wells take more 
expensive pumps, and the dealer has to really know 
his product to sell the right system for all needs. 

“Engineering a water system can be handled by 
any dealer who takes the trouble and time to learn 
his merchandise thoroughly. Above this, there is noth- 
ing about it that requires any extraordinary tech- 
nical training,” Mr. Hoover says. 

This dealer has learned to do his own installing. 
This includes piping the water from wellhead to 
kitchen or elsewhere, and making all the electrical 
connections. 

“Dealers who want to do better in the line should 
learn about installation and electrical work,” Mr. 
Hoover says. 

In most water system sales, the farmer who buys 
from Mr. Hoover also will do much of the installation 
work. To this end, this dealer will cooperate to help 
the buyer save money. 

For example, in laying a pipeline the farmer may 
dig the trench with his own tractor plow or by hand 
tools. After Mr. Hoover lays the pipe, the farmer 
fills the excavation. 

Mr. Hoover recommends that the farmer dig a 
trench 14 to 18 in. deep to prevent freezing. 

The pump and pressure tank must be enclosed in 





First add-on sale after pump is installed: The indispen- 
sable kitchen sink. 


a freeze-proof house. This job is usually done by the 
farmer, too. Mr. Hoover will counsel him as to how 
to build the house, and help with the building if the 
fariner is willing to pay the price. 

Mr. Hoover recommends % in. plastic pipe for most 
outside water lines. Upright pipes and lines under 
buildings are usually copper. He likes the portability 
of plastic, for he alone can handle a roll of several 
hundred feet with ease. 

Mr. Hoover cites other advantages to plastic pipe: 
“It’s flexible and will follow the curvature of a trench, 
and you can run hundreds of feet without a single 
joint, if need be. 

“If you know your products, their special values 
and their drawbacks, you can sell with confidence. 
Product knowledge is awfully important in this line. 
Take the aspect of local well conditions. 

“We sell a chlorinator for about $125 with nearly 
every water system. We emphasize to customers that 
health must be protected. It’s essential to purify 
water, now more than ever. Why? As living areas 
become more crowded, septic tanks may contaminate 
underground watersheds. This also holds true on 
farms because the water may be near barns and 
manure piles. 

“Chlorinators, properly installed and maintained, 


assure a family of water free from disease-carrying 
bacteria. 

“Then there’s the big question of parts and service. 

“A dealer who wants to build his business through 
a glowing reputation (and this is the best way, I 
think) will carry a full line of parts for each type of 
pump he sells. The three parts most in demand are 
the seal, air valve control, and pressure switch. 

“Having the right parts, and knowing how to use 
them cannot be overestimated. 

“Customers whose pumps break down are in real 
trouble. They need help, and right away. They cannot 
sit and wait while a dealer orders a part from a 
faraway warehouse,” Mr. Hoover says. 

Most of Mr. Hoover’s water systems sales are 
backed with free parts and service guarantee for one 
year. After that, this dealer assures buyers, quick serv- 
ice is certain. His base for such service is 10 cents 
a mile for outside calls, plus parts and labor. 

There’s a big payoff for dealers who will take on 
all of the functions to back up water systems sales. 

“When a farmer once gets the feel of water that 
flows with a mere twist of the wrist, it does something 
to him,” Mr. Hoover says. “Overnight, he begins 
dreaming of the many, many conveniences that run- 
ning water can bring him. 

“We have found the first add-on purchase is the 
indispensable kitchen sink. Next follows a water 
heater. Then, a complete bathroom becomes vital. 
There’s a long string of similar sales to be made. 

“But to get this business, you usually must get 
the initial sale. To get that, you have to have built 
a reputation based on quality merchandise, knowledge 
of products, and parts and service. Also, the matter 
of financing can be awfully important. 

Osborn-Harrell-Hoover does its own financing on all 
installations. Besides the obvious advantages here, 
there’s a side effect. 

“By dealing direct with our customers, we’re able 
to go easy, for example, on a farmer who becomes 
delinquent in payments through no fault of his own. 
This builds a high-level relationship that is hard to 
beat,”’ Mr. Hoover says. 

“And not once since back in the 1930’s, when we 
started selling water systems, have we had to re- 
possess.” —End 
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How to get in on the 


This advertisement appears in the classified ad 
section every day in the. morning and evening news- 
papers in Little Rock: 


OFFICE NEED>s © &ZINESS NEED 





37B | Home Repairs & Remodeling 48 | Some 
‘PARED— | ~~", REPAIRS — ADDITIONS ~~ | GONGRI 
perience. 


SPECIALIZ 
Porch and basement conversion, den, 
UP business repairs, garage, carport, SHEET R-« 
roofing, painting and fencing. We rec- 
ommend dependable working men. Free 
egg Loans, a payments in| ——— 
May. Honest and courteous service. 


NLR 
*=s| KRAFTCO BLDG. SUPPLY |Do Gat 


OUR ELEVENTH YEAR OF SERVICE 
6711 Cantrell. MO 6-5471, MO 3-4974 
ROOFING, ROOF REPAIRS 
Any type roofs. Work guaranteed. 
MO 6-7983 
NO DOWN PAYMENT 
Ee: qua. Dr R Ang Tile 

4- apes, oleum. 
3mith, Floon 3 Mni-hing. “~~ 











Cal 


The advertisement seems to be selling services for 
home repairs and modernization. Actually, it is sell- 
ing builders’ hardware, housewares, lawn and garden 
lines, in addition to building supplies, for a hardware 
store. 

The approach to the customer in this type of ad- 
vertising is based on the fact that home owners often 
get to the serious planning stage of a home project, 
then begin to weigh the advantages of do-it-yourself 
or of calling in a contractor for a professional job. 
The ad is designed to attract such customers to Kraftco 
Building Supplies. 

Once such customers get to the store, Kraftco is 
prepared to move in both directions. If the cus- 
tomer decides to handle the project on a do-it-yourself 
basis, Kraftco can recommend and sell the needed 
hardware and building supplies. If the customer de- 
cides to have a craftsman handle the project, Kraftco 
can recommend a competent man. 

There is an intangible factor involved, Kraftco 
hopes, when it serves in bringing home owner and 
contractor together. That is the good will factor. 
When future projects come up Kraftco hopes both 
parties will return for more hardware and building 
supplies. 

The advertisement is run every day on the theory 
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that some home owners are in the market at any 
given time for home repair hardware and materials. 
Hence, Kraftco keeps its name before the public twice 
daily, instead of running display type advertisements 
less often. 

Although the classified ad is the store’s major 
promotion effort in the home owners market, it also 
reminds newcomers of its hardware and building 
supply lines and its services in finding workmen for 
home projects. This is through a letter of welcome 
sent to those moving into the store’s market area. 

Names are picked up from the Little Rock Credit 
Bureau report. Anyone moving to within a three-mile 
radius of the store gets a letter of welcome. En- 
closed is a credit application form. 

The key to a satisfactory sales volume and profit 
in the home modernization market, in the opinion 
of Louis Bona, owner of Kraftco, is a wide selection 
of merchandise. 

The store’s present inventory has been building for 
many years. Kraftco originally was a supply yard 
for a local contractor. Later Mr. Bona purchased the 
business. Mr. Bona, an engineer by education, and 
a practicing engineer with the government for many 
years, applied his methodical sense to store keeping. 

Mr. Bona each evening takes home all the cash and 
charge sales slips. These he checks for mechanica! 
accuracy. 

Also, he notes the items sold. If any unusual sales 
or quantities get his attention he folds the slip. The 
folded slips are signals for a physical stock check 
the next day. For instance, if sales begin to climb, 
as indicated by the cash and credit slips, Mr. Bona 
makes the check to make sure sufficient inventory is 
on hand. 

Sales staff meetings are held frequently, and on 
schedule, to make sure salesmen are up to date on 
product and sales knowledge. 

Each Monday morning there is a 20 minute staff 
meeting before the store is opened. The subject 
usually is the previous week’s business, and what can 
be done to improve operations. 

Every other Wednesday evening the staff remains 
an hour after closing hours for a meeting to discuss 
products and product knowledge. At one time weekly 
Wednesday meetings were held, but these were too 
frequent to allow for preparation of an interesting 
program.—End 





sround floor of 


home modernization sales 


A dealer brings home owners and craftsmen together 


to sell builders’ hardware and building supplies. 


KRAFTCO 3 2adding Supplies 


LUMBER : MEALWORK - INSULATION 

HARDWARE PAINTS - ROOFING 

: ELECTRICAL SIPPLIES - PLUMBING SUPPLIES 

a Hit , 1 "Deira ASBESTOS SIDING & BUILDING SPECIALTIES 


6711 CANTRELL ROAD + LITTLE ROGK, ARKANSAS + TELEPHONE MOnwawk 6-5471 


LOU'S BONA BULLY BARLOW 
President Morager 


( 


Dear Neighbor: : \ 


It has come to our attention that you have recently moved to our neighborhood) We wish to louis Bona who makes Q 


take this opportunity to welcome you to the most desirable residential section of Little Rock. We have 


many friends in vour immediate area. daily check of sales slips to 
KRAFTCO is a building supply and hardware store located at 6711 Cantrell Road. Our in- keep posted on his business. 


ventory is quite large and there are some 15,000 various items in stock. We have the most compléte 
stock of combined building supply and hardware in Little Reck. Some general items are listed below 
to give you an idea as to the wide variety of merchandise which we sell. 
Letter to newcomers pro- 
Lumber Gorden Supplies Penitizers motes hardware store's lines 
Cement Fishing Supplies Tools ; 
Siding Spurting Equipment Points on home improvement pro- 
Glass Electrical Applionces | jects. 
Fencing Plumbing Toys 
Plywood Roofing Sand 
Sash & Doors Screen Wire Insulation 


Our location and stock is ideally situated for the home owner who works around his yard and 
home. We are open Mondays through Saturdays from 7:00 A. M. to 6:00 P.M. This allows you 
time to obtain supplies either before or after normal working hours. 


We will do our very best to serve your needs. Our delivery service is excellent and our employees 
are courteous, helpful and honest. We would appreciate your business and welcome you to our store. 


Please come in and browse around. You'll enjoy it. 


if you will present this letter of ovr store when you visit us, we will be happy to give 
you on oftractive polr of ledies work gloves or a pair of mens work gloves, whichever you 
prefer. 
Sincerely, 


ss 


P.S. We can recommend reliatle and dependable workmen for you remodeling, additions, ~ 
dens, garages, gome rooms, carports, porches, roofing, siding, pointing, fencing, ete. Cell 
ws ot MO 6-5471. 


re ee err wer aed 


-—— 
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Highway sign makes lasting impression on passing motorists. 


Hobby supplies ..... 


A tittle department gets big ideas 


Here is how a secondary department 
can be given a bigger play, and take 
up much of the slack that results 
when other hardware declines in the 


face of changing neighborhoods and 


sales patterns. 


Neighborhoods change. Demand for certain prod- 
ucts and lines changes. Sometimes the change is a 
downward trend. 

When a major line dips, it leaves a gaping hole 
in the volume and profit figures of a hardware store. 

A dealer does $100,000 a year in plumbing supplies. 
Then the neighborhood changes, or competition 
squeezes him down, inch by inch. Soon the $100,000 
may shrink to $20,000. 

Or, maybe-a store is on the fringe of a far-out 
suburban community. It does a big job in weeds and 
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feeds for large tract holders and close-in farmers. 
Then the city moves past old borders. The far subur- 
ban location becomes more heavily populated, and the 
whole complexion of weed and feed sales changes. 

These changes are happening every day. How does 
a dealer compensate for them? 

One answer has been found at Nankin Hardware 
& Supply Co., Garden City, Mich. Co-owners George 
Rothfuss and Lyle Wrigley found that hobby sup- 
plies, a generally under-rated section in hardware 
stores, can be worth some $30,000 a year. This is 
nearly 15 percent of the store’s gross sales, and the 
discovery of profit potential in hobby goods was some- 
thing close to an accident. 

“Our store is a quarter-mile from any substantial 
shopping area. This rules out foot traffic, and creates 
a need for merchandise that will bring customers 
back. 

“While we didn’t know it at first, hobbies are a 
natural in this regard. And hobbies are a 40 percent 
profit line, with discount competition nil,” say the 
partners in this store. 

“We got into this hobby business with just a 
couple of items, in December, 1959. This was on the 
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Sampling of hobby goods’ variety shown (from left) by co-owners George Rothfuss and Lyle Wrigley, salesman 


Louis Lovell, and department manager Earl Moede. 


advice of Ear] Moede, a mere 20-year old who has 
been with us since he was a 14-year old schoolboy. 

“Earl’s a model plane buff. He knew there were 
many others like him, and insisted that this was a 
good line for us. 

“Customer response was good right from the start. 
We kept boosting inventory as demands from hobby- 
ists grew, and we placed Earl in complete charge of 
the department. 

“This was a vital move for us,” the partners say. 

“We started out in this business as a feed store, 
down the street from our present site. Folks used to 
raise a lot of chickens around here, but this business 
gradually faded. 

“And we did about $100,000 a year in plumbing 
and heating supplies in 1955. That changed too, and 
last year we were down to $20,000 a year. So you 
see there was a need for new profit producers.” 

Young Mr. Moede’s importance in the profitable 
hobby operation is apparent. 

“A dealer must have an enthusiastic person who 
is close to the hobby business, to succeed in the line,” 
the partners say. “Otherwise, because of changing 
customer demand for the newest and best in hobby 
materials, you might easily stock many of the wrong 
kits, items and parts; and be in short supply of the 
best sellers. There can be no guesswork in a success- 
ful hobby department.” 

Mr. Moede works about 30 hours a week in the 
hobby section. He sells, and answers the many ’phone 
calls a hobby section gets. He promises fast deliveries 
on unstocked and hard-to-get supplies, and keeps after 
a heavy, diversified inventory amounting to $13,000. 


“The kind of customers for hobbies would surprise 
some dealers,” Nankin’s partners say. 

“Sure, many hobbyists are boys, but most are men. 
And when they want something, they want it now. 
They demand to see what they’re buying unless it is a 
most unusual item.” 

Hobby inventory runs the gamut of model cars to 
paint-by-number kits. Kits, assembled units, and parts 
all play important roles in sales. The section takes 
1200 of Nankin’s 9000 sq ft of floor space. 

A major part of the display section of three long 
tables and six showcases is a fully assembled, perma- 
nent set up of model HO trains. 

“We spent $1000 for labor and materials here, but 
it is worthwhile, especially around Christmas,” the 
partners say. 

Model airplanes, proudly loaned by hobbyists, dangle 
from ceiling wires to enhance display. 

Advertising includes regular use of boxed, classified 
ads in five weekly newspapers and participation in 
model shows. Word of mouth communication is the 
big gun in drawing new trade among hobby fanciers. 
Their needs are varied and highly specialized. They 
quickiy wiil pass the word when they find a store 
that can meet their needs. 

Messrs. kKothfuss and Wrigley believe that they 
only have begun to tap the potential of hobby sup- 
plies: 

“We continually are looking for new items to 
broaden our appeal to hobbyists. Recently, for exam- 
ple, we added mosaic tile to our inventory. Where- 
ever there is demand, our hobby department will ex- 
pand.” —End 
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Store front at Christmas. Note big layaway sign to lure customers from nearby discounters. 


Plagued by discounters? 
Sell the difference! 


Give your customers something dif- 
ferent, something a little better than 
your competition offers and you will 


prosper and grow. 


The French say “vive la differénce!” It is more than 
a cute expression, it is a way of life. 

In this country, selling the difference has become 
a way of survival for the smaller merchant living 
in the shadow of giant discounters. 

Dealer Robert H. Hampton puts it this way: 

“Give your customer something a little better and 
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something a little different than your competition 
has, and you will stay ahead.” 

Mr. Hampton and his partner, Ray Cargill, are 
daily proving this philosophy at their Hampton Hard- 
ware Co., Houston, Texas. They are proving it in 
sales of $5 gifts and $300 rifles. 

Age, or rather the lack of it, is on the side of these 
hardwaremen. Mr. Hampton is 30, Mr. Cargill, 28. 
They have a youthful vigor for the bold approach 
to merchandising, and they do not have decades of 
old experience to unlearn. 

Hampton Hardware faces mammoth local discount- 
ing in the Houston area, and practically next door, in 
the Woodland Acre Shopping Center. Yet, “we are 
going to stay ahead of this competition,” Mr. Hamp- 
ton insists. 

How? 

“By promoting merchandise that people like and 
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The bargain rifle in Dealer Hampton's 
hands is but a stepping stone to the fine 
$150 model the customer is fondling. 


need, but cannot find in the average discount house. 
This applies also to certain services.” 

“We have sold some 20 rifles at $265 in this med- 
ium-income area this year. Our trade knows that we 
have a completely stocked sporting goods section, not 
merely a few top branded items as a traffic lure. 

“Sure, we meet competition on those items we stock 
which fall prey to discounters’ promotions. But we 
stay with such items only for the opportunity to up- 
grade sales of full-profit merchandise. 

“Upgrading isn’t hard, if you have the selection to 
back it up, and a department head with enough prod- 
uct knowledge to push the differences intelligently,” 
Mr. Hampton says. 

The sporting goods’ section is a key department of 
this store. A second important profit producer is gift- 
wares. 

“These two sections,” Mr. Hampton says, “will be 


Gifts: Avoid the cheap, corner-drug-store 
variety. Stick to quality and the unusual. 


largely responsible for our planned increase in sales 
of 5 percent this year. And don’t forget, this year 
started very slowly and with no decline in discount ac- 
tivity here.” 

How important are gifts and sporting goods? 

Roughly 45 percent of total volume at Hampton 
comes from the two basic lines. Gift sales, in a sec- 
tion less than two years old, increased 51 percent in 
1960. 

Sporting goods volume rose 22 percent last year, 
helping push total store volume over the $100,000 
mark. 

The keystone is the knowledge and ability of the 
person who is in charge of each section. Product 
knowledge, a brain for original ideas, and a flair for 
decorating, all contribute mightily to the success of 
any important department. 

Another important point is breadth of stock in 
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Plagued by discounters ? 


Sell the difference! 
(Continued ) 


staple lines and the ability to pick and promote the 
right new items. 

“Get out to suppliers’ shows. Get first crack at new 
items. Learn new ways to display and merchandise 
them. | 

“Don’t try to skimp by on minimum selections and 
backup stocks. Customers don’t like empty wagons,” 
Mr. Hampton says. 

“And the higher quality, different goods are what 
counts. This is especially true of giftwares. For cheap 
goods, customers will be content to shop the corner 
drug store. You must teach them that you specialize 
in quality, the better things that are not to be found 
in every second rate shop.” 

Services count mightily. In Hampton’s gift section, 
each gift of more than $5 is wrapped free. It’s a 
little extra that goes a long way. 

The sporting goods’ section features reloading 
equipment and advice on how to use it. Here also, 
buyers are urged to test weapons on a nearby rifle 
range, at no charge. These extras clinch sales. 

From big selections of nickel-and-dime fisherman’s 
sundries to high priced scopes and specialty guns, 
Hampton’s sports department can run circles around 
any nearby discounter, and the trade knows it. 

Result: a steadily increasing trade, and profits. 


“We have found credit, in various forms, a big 
gun to use against discounters,” Mr. Hampton says. 
“We offer straight 30-day charges, revolving accounts, 
and instalment contracts. 

“And we promote credit at every opportunity. 
Credit is not much of an advantage if you keep ita 
secret.” 

Mr. Hampton has a merchandising code. Briefly, 
it may be summarized this way: 

“There is always room at the top for a dealer who 
wants to make the effort to get there. We’re making 
that effort in a number of ways: 

“Hefty investments in breadth and depth of stock 
in principal departments. 

“Talented people who know their merchandise 
and like to sell. 

“Personalized services covering key lines such 
as power mowers and small appliances. 

“Credit in several forms, to cover every need. 

“Quality merchandise, a little bit different and 
better than competitors’. 

“__Qur personal guarantee, covering adjustments 
and replacements when customers are dissatisfied. 

“__And a warm relationship with every customer, 
one that implies we’re as much interested in him and 
his problems as we are in his money.” 

All of these aspects, and a closer look at day-to-day 
problems, are covered at a staff breakfast meeting 
held once a week, outside of the store. 

“These meetings keep us close together, and solve 
little problems before they become big ones. They 
give us a fresh viewpoint and new ideas to stay ahead 
of competition. 

“IT can’t recommend such meetings too highly, for 
dealers who feel they aren’t close enough to the people 
who spell success or failure in their store operations,” 
Mr. Hampton says. —End 


Owner Hampton (right) shows fine point of bow handling, clinches a sale 
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from Hardware Age Readers 


Too many distributors? 
Dear Editor: 

Just completed reading the ar- 
ticle “The Bingham Case.” Lots of 
these questions plague us too. What 
happened to the rest of the sup- 
pliers? Janney Semple Hill, Brown 
Camp, Pritzlaff, etc. These are 
just a few of the places we have 
done business that are no more. 

We sure do wonder about the 
manufacturers. For Christmas last 
year I gave both my boys a shaver. 
Bought both these from a Minne- 
apolis wholesaler. Yet I could the 
very same day go to a local jewel- 
ers and purchase the same item for 
$4 less money at 50¢ down and 50¢ 
a week. 

I think that we have now reached 
a place that there are as many 
wholesale houses as dealers. There 
are so many that they just do not 
have any customers and to survive 
must sell to anyone. 

There is not a truck driver or 
house builder that cannot buy, and 
are buying and selling, at no profit 
with the thought they are building 
customers. It just don’t work. I 
sure do hope some of the manu- 
facturers do read this article and 
take some heed. 

Yours truly, 
S. Edw. Higby 
Owner 
Camanche Hardware Co. 
Camanche, Iowa 


Behind our backs 


Dear Editor: 

Your editorial on the Bingham 
case has struck the right note. It’s 
too bad you can’t send a copy to 
every manufacturer and retailer in 
the country. 

Time after time we have al- 
lowed manufacturers’ salesmen to 
go out with us to our customers, 
and when they see it’s a big ac- 
count, on occasion they go behind 
our backs and sell them direct. The 
firms involved are so big that they 
never check to see if the concern 


sold to is a retailer or wholesaler. 

Keep up the good work. I keep 
telling my dealers, read HARDWARE 
AGE, get the facts. It helps. 

Sincerely yours, 
H. Jacobson 

Alliance Distributors 
Newark 12, N. J. 


The Bingham Case 


Editor’s note: The discussion of 
“The Bingham Case,” in HARDWARE 
AGE, June 15, p. 7, resulted in a 
great many letters of comment 
from readers. Space does not per- 
mit acknowledging each one, but 
we want the writers of these letters 
to know that we appreciate their 
taking time to write us. The ob- 
servations in these letters were 
most helpful and instructive. 

The degree of interest in this 
subject is reflected in the many re- 
quests for additional copies in large 
quantities, and the many requests 
for permission to reprint the ar- 
ticle. 


Buying hours 
Dear Editor: 

I read with much interest the 
editorial on “Selling Efficiency” in 
the June 1 issue. As a wholesaler, 
I wish to compliment you on your 
fair approach to a situation that 
many wholesalers have been guilty 
of. We, at Frederick Trading, have 
on occasion contemplated limiting 
salesmen’s calls in an effort to con- 
serve the time of our buyers. But, 
to date, we have felt this was an 
injustice and that we should try to 
cooperate with our manufacturing 
friends. 

Your editorial confirms our think- 
ing on this matter and I am glad 
you have had the courage to speak 
in behalf of the manufacturers on 
this most disturbing subject. 

Yours very truly, 

E. Eugene Thomas 
Frederick Trading Co. 
Frederick, Maryland 





For the birds 
Dear Editor: 

The quote, in part, “I think self 
service is for the birds” in the 
article, June 15, p. 44, about Mr. 
Menier should have wide publicity. 
We believe with him thoroughly 
and do our best to practice our be- 
lief in our store. 

Yours truly, 
Tom Bowie 
T. S. Bowie & Sons 
Winfield, Ill. 


Retail wholesalers 
Dear Editor: 


While on the subject of whole- 
salers and policies (see HA, May 
18, p. 7), you might touch on re- 
tailers who also wholesale. Many 
have one man on the road to qual- 
ify as wholesalers and offer prices 
to factories and consumers that 
most stores cannot meet. They 
should either retail or wholesale, 
but not both. 

Very truly yours, 
Mayo’s, Inc. 
149 Green Street 
Jamaica Plain 30, Mass. 


We’re conservative 


Dear Editor: 


Just want you to know how much 
I enjoy the articles in every issue. 
They are always on a practical sub- 
ject and seem to have some good 
answers for some of our problems. 
I am also glad to see the con- 
servative tone in “Washington 
News.” I thought all us conserva- 
tives were in the Mid-West. 
Sincerely, 
E. B. Baugh 
Baugh & Reser 
Lafayette, Ind. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 57, and mail 


Item 1 
15-inch snow thrower unit 


Dependability and ease of opera- 
tion are features of this 15-in. 
Moto-Mower Deluxe snow thrower. 
Unit is designed for quick cleaning 
of sidewalks, driveways and small 


parking lots. It is powered by a 
3-hp engine with impulse starter 
and all-weather carburetor cover. 
Moto-Mower, Inc., Subsidiary of 
Dura Corp., Dept. HA, Richmond, 
Ind. 


Item 2 
Hooks assortment, display 


This permanent-type floor dis- 
play for Hercules Hooks is avail- 
able free with the purchase of an 
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HD-200 assortment. Included in 
the assortment are the newly intro- 
duced starter kit economy packs. 
The display doubles as a demon- 


strator showing the hooks in- 
stalled. A supply of literature is 
included. Kerr Wire Products Co., 
Dept. HA, 933 N. Cicero Ave., Chi- 
cago, Ill. 


Item 3 


Auger for ice fishermen 

The Big Swede auger for ice 
fishermen cuts an 8-in. hole in ice 
at rate of an inch per second. Tu- 
bular steel auger has fold handle 
with double locking hinge. Blade 
is made of high-carbon forged 


steel. Handle grip and knob are 
made of special plastic to with- 
stand low temperatures. Blade alse 
has molded rubber edge protector 
Retail price is $15. True Temper 
Corp., Dept. HA, 1623 Euclid Ave., 
Cleveland 15, Ohio. 


Item 4 
Lightweight rolling pin 

Foley’s Featherweight rolling pin 
is made of white polyethylene, 
weighs only 5 oz. It has a non- 
porous surface, is easy to keep 
clean. Steel rod through center adds 
to durability. Handles are made 
of contoured polystyrene in tur- 
quoise, sandalwood or yellow, and 
have holes for hanging. Pin is 16% 





Here is a quick Check 
List of items described 
in the following pages 


in. long, 2% in. in diameter. Retails 
for 98¢. Foley Mfg. Co., Dept. HA, 
3300 Fifth St. NE, Minneapolis 18, 
Minn. 


Item 5 
Unbreakable bathtub tray 


Rubbermaid’s Bathtub Vanity .s 
an unbreakable tray that fits any 
standard size tub. Holds cosmetics, 


washcloth, soap, or bathtub toys. 
Rust proof chrome racks at either 
end are for bottles and jars. Suc- 
tion cups cling to tub surface to 
hold rack securely. Retails at $3.98. 
Rubbermaid, Inc., Dept. HA, 
Wooster, Ohio. 
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Car body putty in tube .. 
[] 18-in. power lawn rake 


[] Cord with imprinted footage 
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[] Storage tank relief valve . 
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[] Bug-repelling bulbs display 
[] Adhesive letters, numbers . 
[] Vacuum bottles display unit 
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[] Winter kit for auto owners 
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Household chemical sprays 

Carded tub seal compound 
2-catch inside latch handle 
New pull pack for twine .. 

Expanded line of wing nuts 

Needle nose caulking spout 
Compact water systems unit 
Plastic tackle box line . 


Anodized aluminum mail drop .... 
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Brass-plate tumbler caddies 
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Combination ladder-stool . 
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Push-button combination lock 
Aerosol defrosting compound .... 
Colorful tool merchandiser 


Automatic drawer slide 
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Coach dog finish on lure 
Electronic light dimmer .......... 
Power actuated tool line 
Household hardware display .. 
Pastel colored mugs, bowls .. 
Quiet-operating tank valve ....... 
Modern-styled alarm clock 

Clipless tray table line 

Improved slip casting float 


Interior-Exterior paint .......... 
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Carburetor service kit 
[] Line of medicine cabinets .... 


[] Toggle bolt in three sizes 





Item 6 
Economy screwdriver line 


The Peerless U Series of screw- 
drivers is priced for quick turn- 
over. Includes 10 sizes with stubby 
driver, three standard drivers, two 
cabinet drivers, four recess head 
drivers. Handles are unbreakable 
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amber plastic, blades are nickel- 
plated high carbon steel. Great 
Neck Saw Mfrs., Inc., Dept. HA, 
Mineola, N. Y. 


Item 7 
High capacity water softener 


Here is a new series of high 
capacity commercial water soften- 
ers. The standard units come in 
two models with automatic or man- 
ual available in each size. Also two 
size ranges are available in each 
model. Single units have capacities 
from 200,000 grain to 900,000 
grain and maximum flow rates 
from 40 gpm to 150 gpm. Twin 
units, which have two mineral 
tanks, offer double capacities. The 
backwash control on these units do 
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not need setting or adjusting. A 
smaller conditioner line, called Mod- 
ern Junior Commercials, is also 
available, offering most of the same 
features of the larger units. Mod- 
ern Water Equipment Co., Dept. 
HA, 230 E. Main St., Freeport, Ill. 


Item 8 
Vinyl-foam weatherstrip 
Foamedge is an improved vinyl 


covered polyurethane foam weath- 
erstrip. It is available in gray tack- 


on and white self-adhesive in flat 
packs protected by a transparent 
cover. It fits snugly to seal win- 
dows and doors. Sterling Alderfer 
Co., Dept. HA, 3850 Granger Rd., 
Akron 138, Ohio. 


Item 9 
Easy-to-read height vernier 


Master Vernier Height Gage 
features a 50-division vernier with 
easy-to-read graduations. Scale is 
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fiush fitted to eliminate reading er- 
rors. Has no-glare satin chrome 
reading surface, hardened master 
bar, combination straight and an- 
gular ways for alignment, extra 


} 


a 4 


long slide, natural grip hand fitting 
base, cutaway base for full range, 
direct reading from base. Comes 
in 12 and 18-in. sizes. L. S. Star- 
rett Co., Dept. HA, Athol, Mass. 


Item 10 
Modern style wall clock 


GE’s Plain and Fancy wall clock, 
Model No. 2120, is for kitchen, play- 
room, or bath. Sparkling chrome 





color frames a white dial and black 
hands and numerals. Case comes 
in pink, turquoise and_ yellow. 
Clock is 5%4 in. high, 74% in. wide, 
and retails for $6.98. Housewares 
& Commercial Equipment Div., 
General Electric Co., Dept. HA, 
1285 Boston Ave., Bridgeport 2, 
Conn. 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Item 11 
Blister-packed door hardware 


Security’s blister packs of storm 
and screen door hardware feature 
eye-catching color combinations to 
attract the impulse buyer. Blister 
packs include door chains, striker 
plates, mortise locks, mortise 
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latches, key locks, key latches, knob 
locks, door closers and chain door 
locks. Security Storm Lock & Hard- 
ware Corp., Dept. HA, 1515 Hart 
Place, Brooklyn 22, N. Y. 


Item 12 
1/2-qt covered sauce pan 


This 14%-qt covered sauce pan 
has been added to the Revere Ware 
line as a special promotional item 
and will be available for a limited 


time only. The stainless-steel, cop- 
per clad utensil carries a suggested 
retail price of $4.99. Revere Copper 
& Brass Co., Dept. HA, 70 E. 45th 
St., New York 17, N. Y. 





ITEM NUMBER ON FREE POSTCARD, P. 57 


Item 13 
Blister packed contact cement 


Two new sizes of Elmer’s Con- 
tact Cement are blister packed on 
a three-color display card. Card 
can be displayed in standing posi- 
tion on counters or shelves, or hung 
on wire rack. Three-quarter ounce 
tube is prepriced at 29¢, 2-oz glass 
jar is prepriced at 49¢. Borden 
Chemical Co., Dept. HA, 350 Madi- 
son Ave., New York 17, N. Y. 


Item 14 
Barbecue tools display 

This pyramid shaped wire dis- 
play has 12 pegs to hang each of 
the nine newly selected Androck 
Chrome Plated barbecue _ tools. 
Stand is 5'%-ft high. The 92 
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pieces contained on the display 
have a retail value of $103.96. All 
nine items are available from open 
stock. Washburn Co., Dept. HA, 
Worcester, Mass. 


Item 15 
Three-room camping tent 


This three-room tent is the new- 
est addition to the Wenzel camp 
tent line and it is called the Vaca- 
tion Lodge. It is 20 x 8 ft witha 
center height of 7 ft 4 in. and 42 
in. high walls. Privacy curtains 
separate two 7 ft 10 in. x 7 ft bed- 
rooms at each end of the centrally 


located living room. Each bedroom 
has a 14 x 74 in. nylon screened 
window with inside storm closure 
with zipper. There is a screened 
zipper door, sewed-in floor, jointed 
aluminum ridge pole, telescopic alu- 
minum uprights, side poles and 
awning poles and hardwood wall 
poles. H. Wenzel Tent & Duck Co., 
Dept. HA, 2200 S. Hanley Rd., St. 
Louis 17, Mo. 


Item 16 
New colors for brooms 


Empire Brush is featuring its 
No. 5295 Kitchen Beauty broom in 
a new color assortment of white, 
pink and turquoise. Each broom is 
color-coordinated; bristles, block 


and handle are in one of the three 
colors. Bristles are covered with a 
self-selling, pliofilm wrapper. Sug- 
gested retail is $2.39. Empire 
Brushes, Inc., Dept. HA, Port 
Chester, N. Y. 


Item 17 
Line of compact skis 


These 35-in. Kom-Pak skis are 
fully laminated, have offset steel 
edges and Fas-Trak plastic base 


which needs no special wax or 
lacquer. Short length of skis makes 
handling easier, excellent for be- 
ginners. Come with or without 
special toe stop bindings. Helund 
Mfg. Co., Dept. HA, Nokomis, Ill. 


Item 18 
Protective coated utensils 


Wear-Ever has added three 
Magic-Kote items to its line of 
Teflon coated utensils which permit 
cooking without added fat. Items 
include an 8-in. fry pan, 10%-in. 
round griddle, and a %-in. square 
griddle. All have heat-resistant 
handles, rinse quickly, clean easily. 
They each retail at $6.95. Price is 
slightly higher in the West. Wear- 
Ever Aluminum, Inc., Dept. HA, 
New Kensington, Pa. 


Item 19 
Game for lawn and beach 


Bumper Ball is a lawn and beach 
game for all ages, combining ele- 
ments of croquet, soccer, and 
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Want more details? Just circle item number on p. 57 


marbles. Game requires players to 
kick colorful 12 in. plastic balls into 
four wire rings. Rings fit hori- 
zontally into conical stands which 
are pushed into ground. A start 
flag is also included. Game comes in 
a cardboard box with carrying han- 
dle. Suggested retail price is $8.95. 
Ohio Wire Products Co., Dept. HA, 
Columbus, Ohio. 


Item 20 

Quick-drying spray enamel 
Met-L-Namel comes in a 4-0z 

spray can, dries in two minutes to 

a ceramic-hard brilliant finish. Can 

be used indoors or out on wood, 


metal, plaster, glass, china or com- 
position meterials. A gravity-fed, 
all metal merchandiser is available 
to build self service sales. Jllinois 
Bronze Powder Co., Dept. HA, 2023 
S. Clark St., Chicago 16, Ill. 


Item 21 
Light engine reringing sets 

This new series of reringing sets 
for lightweight air-cooled gasoline 
engines is to eliminate cylinder re- 
boring and the need to replace pis- 
ton assemblies during overhaul op- 
erations on most 4-cycle engines. 
The rings are two-piece chrome- 
faced cast iron with high-strength 
expanders. They compensate for 
out-of-roundness and taper up to 
.004 in. per inch. Retail price is 
$4.95 per set. Lauson-Power Prod- 
ucts, Tecumseh Products Co., Dept. 
HA, Grafton, Wis. 
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Item 22 
Garden hose attachment 


This Sprinkler Cane attaches to 
the end of a hose for watering 
roots of plants without washing 
away soil or removing insecticides 


from leaves. The unit is made of a 
strong plastic material and has a 
regulating valve in the hose connec- 
tion to adjust or shut off the water 
flow. Supplex Co., Dept. HA, 225 
North Ave., Garwood, N. J. 


Item 23 
Aerator with swivel action 


Model SMK-100 Bubble Stream 
aerator has dual threads that fit 
all faucets with standard inside 
or outside aerator threads. The 
swivel-action unit is made of solid 
machined brass, heavily chrome 
plated. Only one internal part, 
made of DuPont’s non-corrosive 
Delrin that eliminates the metal 


screen. Comes in a plastic Bubble- 
Pak display card. Wrightway En- 
gineering Co., Dept. HA, 339 W. 
112th Place, Chicago 28, Ill. 


Item 24 
Door chain-dead bolt unit 

This V837 Dead Bolt and Chain 
Door Fastener has a case-hardened 
steel, twist-link chain. When bolt 
is in normal position, it is a posi- 
tive dead bolt. Reversed, it becomes 
a chain door fastener. It’s available 
in bright brass, dull bronze, chro- 
mium and dull chromium. Pack- 


aged with mortise strike and %%4 
x 6 sheet metal screws in a Visual- 
Pac for wallboard display. Na- 
tional Mfg. Co., Dept. HA, Ster- 
ling, Jil. 


Item 25 
Ball-type furniture caster 

This Ballerina furniture caster 
is easy to roll or swivel on any type 
floor or rug. Caster features boch 
hard and soft tread wheels along 


with matching finishes. Several 
mounting arrangements are avail- 
able ine plate and _ socket- 
stem types. ssick Co., Dept. HA, 
Bridgeport, Cunn. 


Item 26 
Decorative bathroom fixtures 


Color - Brite bathroom fixtures 
are made of durable plastic and 
come in pastel pink, yellow, blue, 











REYNOLDS gutter-screen sells fast, 
and you get top merchandising aid 


This is Reynolds Gutter-Screen—a fast selling, quick-installation 
profit-maker for your home improvement line. Reynolds Gutter- 
Screen is competitively retail-priced at about 59¢ per section (clips 
included) with a good dealer discount. This product really works! 
Smallest openings available keep all debris out of gutters, crimped 
surface prevents leaf-clinging, handy 3-foot sections easily snap 
into special gutter clips, heavy galvanized coating lasts for years. 


We’ll help you sell . . . you get promotion sheets, envelope stuff- 
ers, window streamers, counter display, ad mats... all free of 
charge. Colorful 20- and 40-piece printed cartons attract pros- 
pects, promote sales. 

Will you be a dealer? Write for more information, and give us 
your distributor’s name and probable initial order. 


NOTE TO DISTRIBUTORS: There are good profits for you too, and we’re 
looking for aggressive distributors to complete our coverage. Write to 
Sales Department, National Standard Company, Dixon, Illinois. 


Reynold’s Gutter-Screen goes up in half 


ro the time required on other brands. 
Reynolds Division 


sranoarol NATIONAL-STANDARD COMPANY 


COMPANY 
Dixon, Illinois 


Want more facts? Circle 125, p. 57 
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Want more details? Just circle item number on p. 57 


turquoise, and black or white. Line 
includes soap dish, tooth brush, 
and tumbler holder, towel rings 
and bars, single and double robe 
hooks, and toilet tissue holder. Fix- 
tures have concealed mounting 
brackets, can be screwed or glued 
to surfaces. Each unit is prepriced 
and packed with glue and screws. 
Retail prices start at 25¢. Mirra- 
Cote Industries, Dept. HA, El Se- 
gundo, Calif. 


Item 27 

Guide bar for chain saws 
Remington’s line of chain saw 

replacement items includes this 

Roller Bearing chain saw guide bar 


available for all types of saws. 
Guide reduces friction and in- 
creases cutting power. Nose of bar 
is made of high-shock-strength 
steels. Guide bars also come in re- 
placement packages which also in- 
clude replacement chains and 
sprockets. Remington Arms Co., 
Dept. HA, Bridgeport, Conn. 
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Item 28 
Modern-design mailboxes 


This Fulton Classic mailbox fea- 
tures geometric design that accents 
the cover scallops. Simple lines 
complement any style architecture. 
Box is sturdily constructed, weath- 
erproof, aad has plenty of room. 
Comes in gold design on black 


wrought iron, gold on beige, gold on 
cocoa, white on yellow and black 
on blue-green. Packed individually, 
shipped six to carton. Suggested 
retail price is $3.98. Patent Nov- 
elty Co., Dept. HA, Fulton, Il. 


Item 29 
Automatic corn popper 


Mirro-Matic electric corn popper, 
Model No. M-0103, pops, stops, and 
stays hot automatically. Signal 
light tells when corn is popped. 
Thermostatic element turns on and 
off when necessary to keep corn at 


proper temperature. Shipped one 
per carton weighing 3 lb. Retail 
price is $9.95. Micro Aluminum 
Co., Dept. HA, Manitowoc, Wis. 


Item 30 

Improved tool merchandisers 
Red plastic tips have been added 

to metal tool hangers of P & C’s 

Rocket-150 merchandiser (shown), 

and to lower drum of Jet-350 mer- 


>, ee 
tie 


chandiser. Tips provide additional 
safety factor, assist in keeping 
tools on unit and add color. Rocket- 
150 and Satellite-200 stands for 
hand tools have also been rede- 
signed for additional floor stabil- 
ity. P & C Tool Co., Dept. HA, Box 
5926, Portland 22, Ore. 


Item 31 
Car body putty in tube 


Your customers can repair minor 
dents in their automobile bodies 
with this handy tube packaged spot 
putty. This spot glaze and primer 
putty can also be used over sol- 
dered, puttied or welded surfaces 
on the car. It can be _ sanded, 
feather-edged and painted. A 5% 
oz tube sells for $1. Woodhill Chem- 
ical Co., Dept. HA, 1390 E. 34th 
St., Cleveland, Ohio. 


Item 32 
18-in. power lawn rake 


This Motorake Model No. HM-61, 
is powered by a 3-hp, 4-cycle Lau- 
son engine, and sweeps an 18 in. 
path. Revolving, belt-driven shaft 
is equipped with 33 replaceable 
tines attached by hinge principle. 
Tines ease up if they strike a rock 
or other solid object. Unit has han- 
dlebar grips, remote throttle con- 
trol, 6-to-1 reduction gear, seal- 
light bearings on raking shaft, 

(Continued on page 60) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 


postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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A quick, easy way to keep up to date 


in the United States 


if mailed 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


BP Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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Decorator designed... smartest line in years! Soft-blue charcoal 
finish with gold-color trim. “Instant Heat“ wide ribbon element, 
concealed safety switch and other sales-winning features. 


Set 'em alongside the best anyone can come 
up with. Atlas-Aire pushes ’em all to the wall Model C-16 (Above) Model B-13 


for style... moves up front with display appeal 4 push-button heat- 1320 watts. Thermostat 
saver controls (1100 to with positive ‘‘off’’ and 


unmatched on the sales floor... excites even 1650 wattage range). warm-to-hot range control. 


th | with ext f feat Thermostat. Convection Convection blower 
€ Casual with extra performance features... hier tneent heat. ensindh taba 


and floors all competition with low, low price. Model B-16 Model A-13 


3 push-button heat-saver 1320 watts. Luxury styling 
if you want to do volume... at full controls (1320 to 1650 at modest cost. 
wattage range). Thermostat. 
Convection blower 
on display whenever a cool spell hits. forced heat. 


margin per sale... have Atlas-Aire 


Made by the manufacturer of Atlas-Aire Window Fans, Power Lawn Mowers, and Barbecue Braziers. 


a7, ATLAS TOOL & MANUFACTURING CO. 
ttLal Founded in 1926 


5147 Natural Bridge Blvd. « St. Louis 15, Mo. 
Want more facts? Circle 126, p. 57 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


(Continued from Page 56) 


oil-light wheel bearings, 12-gauge 
steel housing, and flexible rear pro- 
tective shield. F. D. Kees Mfg. Co., 
Dept. HA, 700 Pack Ave., Beatrice, 
Neb. 


Item 33 
Cord with imprinted footage 


Footage numbers appear every 
two feet on this Coleman Count-O- 
Cord which indicates remaining 
stock. The cordage is imprinted 
starting from zero with ascending 


numbers to 250. This cordage is 
available in 13 sizes, from No. 18/2 
to No. 10/4, in 250 ft lengths, 
spools and reels. Coleman Cable & 
Wire Co., Dept. HA, 1900 N. River 
Rd., River Grove, Ill. 


Item 34 
Storage tank relief valve 


Here’s an important relief valve 
for all hot water storage tanks. 
The Buckeye automatically opens 
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when water temperature reaches 
205 degrees or pressure exceeds 
125 psi, preventing explosions or 
the possibility of scalding water or 
steam from an open faucet. Also 
has a longer and extra-large diame- 
ter stainless-steel spring, and ther- 





| 


mal unit which extends 6-in. into 
hottest water. Buckeye Valve & 
Mfg. Co., Div. Capitol Mfg. Co., 
Dept. HA, 415 S. 18th St., Colum- 
bus 5, Ohio. 


Item 35 
Bug-repelling bulbs display 
Westinghouse’s K-1-2 floorstand 
merchandiser holds 240 outdoor 
Bug-A-Way bulbs with total list 
price of $84. Merchandiser is 16 
in. wide, 20 in. deep. Bulbs are 
packed in yellow and black package 
with wattages printed in large 
numbers on all four sides. Yellow 


Bug-A-Way fluorescent lamps in 
popular household sizes are also 
available. Lamp Div., Westing- 
house Electric Corp., Dept. HA, 
Bloomfield, N. J. 


Item 36 
Adhesive letters, numbers 


An easy-peeling tab has been 
added to the Hy-Ko line of Self- 
Adhesive Futura letters and num- 
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bers. Numbers are midnight black 
ink on satin aluminum to blend 
with all types of aluminum doors, 
brick and wood. They will not rust 
and can be easily cleaned. Free 
counter display is available. Hy-Ko 
Products Co., Dept. HA, 6813 Wade 
Park Ave., Cleveland 13, Ohio. 


Item 37 
Vacuum bottle display unit 


Thermos 10-unit quart vacuum 
bottle shipping case opens into 
this display unit in seconds. In- 
terior is printed with sales infor- 
mation to catch the attention of 


7, a 


Ment Caecum Bott eur “ 
VACIAMA BOTTLES 
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customers. Available free with 
purchase of 10 Perma-Case quart 
vacuum bottles. American Ther- 
mos Products Co., Dept. HA, Nor- 
wich, Conn. 


Item 38 
Winter kit for auto owners 


Winter Kit, No. 1214, is an im- 
pulse item for motorists. Kit con- 
sists of plastic Sno-Chaser Brush, 
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INSULATED DOOR STOP 


Here’s the modern type of door stop 
Builders have wanted for years! 
ROBERTS DRAFSTOP® Insulated 
Door Stop combines weatherstrip- 
ping and door stop in one easy-to- 
install unit, coped for perfect fit. 
Sells on sight! Ideal for new con- 
struction, remodeling and the ‘‘do-it- 
yourself”’ trade. 


ITEM NO. D-400 DRAFSTOP® 
INSULATED DOOR STOP 
Two 7’...one 3’ lengths. 

Suggested Resale... $3.90 
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DOOR BOTTOM* 


Puts profits in your pocket! DRAF- 
STOP® Door Bottoms sell on sight 
when customers can ‘‘see and feel’”’ 
through the poly sleeve without de- 
stroying the unit wrap. This is the 
“fully automatic’ door bottom with 
spring action opening, nylon stop- 
roller for tight threshold closing. 
Anodized aluminum...tough, pliable 
vinyl guard. 


ITEM NO. D-200 3’ DRAFSTOP® 
DOOR BOTTOM? with hardware. 
Suggested Resale...$3.59 


*U.S.Patent No. 2855638 


Want more facts? Circle 127, p. 57 












































WEATHERSTRIPPING 


A real volume-builder. DRAFTSTOP® 
Weatherstripping NEW ITEM NO. 
D-101, featuring five 32’ lengths. 
Light and easy for a woman to carry 
... Short enough to fit in a car trunk. 
It’s easy to sell quality ‘‘insulated’’ 
comfort, protection against damp- 
ness, drafts and dust. Quickly, easily 
installed. 

Suggested Resale... $1.89 per unit. 
DRAFSTOP® Weatherstripping 
also available in ITEM NO. D-100 
standard two 7’, one 3’ lengths. 
Suggested Resale...$1.89 per unit. 


HARDWARE AGE, August 10, 1961 © 61 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 
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No. 1216, and two expanded-steel 
Sno-Track Mats for underwhee! 
traction on ice and snow. Mats 
are 5 x 24 in., with plastic tipped 
mesh for snag-proof storage and 
scratchproof use. Brush is three- 
piece model with Sno-Scale handle 
for measuring snow depth and 
road map mileage. National Brush 
Co., Dept. HA, Aurora, Ill. 


Item 39 
Expanded line of wing nuts 


The capped, washer base low 
wing nuts shown in the fore- 
ground are the newest addition to 
Gries’ line of wing nuts. Capped 
head prevents bolt ends from snag- 
ging other objects, seals and pro- 
tects bolt threads, improves ap- 
pearance. Other nuts include (left 


to right) back row: high wing, low 
low wing, low washer, round wing; 
center row: capped, low wing, 
washer base. Gries Reproducer 
Corp., Dept. HA, 400 Beechwood 
Ave., New Rochelle, N. Y. 
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Item 40 
Carded tub seal compound 


Tub Seal comes packaged on an 
attractive merchandising card to 
stimulate impulse sales. Makes a 
permanent bond between sink or 
tub and any wall material, giving 
a clean white elastic joint that is 
waterproof. Will not crack or 


Your Cost is Your Con ! 


crumble. Also features money-back 
guarantee. Black Technical Indus- 
tries, Inc., Dept. HA, 115 New 
Montgomery St., San Francisco, 
Calif. 


Item 41 
2-catch inside latch handle 


This CC series knob latch supple- 
ments Ideal Brass Works’ C series 
and offers the same advantages 
plus the added feature of a two- 
catch inside latch handle. It per- 


mits outswinging storm or screen 
door to be caught if there is too 
much compression for complete 
closure or if there is an obstruction 


between door or casting. Latch fits 
stiles as narrow as 15% in., and is 
completely reversible for right or 
left-hand installation. It has life- 
time lubrication. Jdeal Brass 
Works, Inc., Dept. HA, 219 E. 
Ninth St., St. Paul 1, Minn. 


Item 42 
New pull pack for twine 

These coreless tubes of twine are 
individually wrapped in a _ dust 
proof skin pack which is heat 
shrunk around the tube. Twine 
feeds from center and will not tan- 
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gle, unravel, or unwind. Available 
in large and small tubes, in jute, 
sisal, and cotton twines. John H. 
Graham & Co., Inc., Dept. HA, 105 
Duane St., New York 8, N. Y. 


Item 43 
Household chemical sprays 


These seven chemical spray tools 
for home and shop owner come in 
aerosol containers. Included in the 
line are a clear plastic spray, de- 
greaser and clezner, anti-rust oil, 
rust penetrator, slide lubricant, 
spray adhesive and a brush sof- 
tener and protector. Each retails 
for $1.39. The CT9900D merchan- 





LET’S TALK SWAP! 


Your customers swap 
their old electric saw... 


And get a $24.95 Black & Decker Drill FREE when 
they buy a B&D #830 8” Heavy-Duty Saw. YOU 
make the sale. WE make the swap. A special cou- 
pon with every #830 Saw entitles your customer 
to swap any old electric circular saw of any 
make, in any condition for a brand new U-3 14” 
Deluxe Drill (priced at $24.95). No paper work 
for you. Your customer takes the saw and cou- 
pon to any B&D Service Branch. We handle ail 
the details. 


This B&D U-3 14” Deluxe Drill is what we’re 
swapping for any tired old electric circular saw 
that you replace with B&D’s revved up and 
ready-to-go #830 8” Heavy-Duty Saw... with 
quick-action locking levers for fast, accurate 
depth control and heavy-duty fan for cool 
operation through long cutting hours. 


It’s a honey of a saw. It’s a honey of a drill. 
it’s a honey of a deal! Be sure you have 
enough #830’s on hand to meet the demand. 
Order now. And get set to be King of Swap. 


Black & Decker® |< 


WORLD'S LARGEST MAKER OF POWER TOOLS 


. ++ AND THE WORLD'S FIRST CORDLESS ELECTRIC DRILL 
Towson 4, Md. 











Want more facts? Circle 128, p. 57 
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Want more details? Just circle item number on p. 57 


dise rack, shown, holds three each 
of the seven items, and is free 
with purchase of. the assortment. 
Retail value is $29.19. Dealer cost 
is $17.64. Stanley Tools, Div. of 
Stanley Works, Dept. HA, New 
Britain, Conn. 


Item 44 
Needle-nose caulking spout 

An improved needle-nose spout 
has been added to DAP caulking 
cartridges. Spout is designed for 
special applications, and is avail- 


able in addition to the standard 
%g-in. spout. Provides smoother, 
easier flow, requires less pressure. 
DAP, Inc., Dept. HA, Box 999, 
Dayton 1, Ohio. 


Item 45 


Compact water system unit 


This Econovert Compact con- 
vertible jet water system requires 
only 20 in. of floor space. Unit has 
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14 hp self-priming feature, and 
capacities up to 720 gph at depths 
to 80 ft. Requires no extra parts 
when converting from shallow to 
deep-well application. Housing is 
mounted on top of heavy-gauge 42- 
gallon stub tank. Also features ex- 
cellent air charging with AVC at 
pump discharge. Barnes Mfg. Co., 
Dept. HA, Mansfield, Ohio. 


Item 46 
Plastic tackle box line 


Old Pal tackle boxes are made 
of Dow Styron 480 high-impact 
plastic that resists chipping, crack- 
ing, denting, and corrosion. Sky 
blue color is built-in, won’t peel 
or chip. Boxes are in one, two, or 
three tray styles with compart- 
ments for easy handling, and have 
plastic handles with non-corrosive 
brass hardware. One-tray model 
has overlapping lid, nylon drawbolt, 
brass wire bail. Two and three-tray 


models feature watertight edge, 
nylon safety catch. Animal Trap Co. 
of America, Dept. HA, Lititz, Pa. 


Item 47 
Anodized aluminum mail drop 


This anodized aluminum M-D 
Mail Drop has a streamlined fluted 
design giving a decorative appear- 
ance when mounted. Oversize slot 
is 11% in. wide, 1% in. high. 
Comes in satin and albright fin- 
ishes which retail at $7.95, in 
albras and alblack which retail at 


$8.95.- Drops are packed six per 
carton, all same finish, one mount- 
ed for display upon request. A 2- 
door model is also available. Mack- 
lanburg-Duncan Co., Dept. HA, 
Box 1197, Oklahoma City 1, Okla. 


Item 48 
Brass-plate tumbler caddies 


These tumbler caddies feature 
Lustre-Bright brass finish and 
soft-grip handles. Model No. 224 


(left) is 1234 in. long, has sepa- 
rated tumbler feature and decora- 
tive steel coasters. Retail price is 
$1.20. Model No. 223 (right) is 
1314 in. long, with scratch-proof 
vinyl bumper coasters. Retails at 
$1.09. Both caddies hold eight tum- 
blers. Artwire Creations, Ince., 
Dept. HA, 41 Wayne Ave., Suffern, 
IN, 2s 


Item 49 


Combination ladder-stool 


Lincoln’s Ladder/Stool features 
extra wide safety step and seat for 
better support. Bottom and _ top 
steps can support up to 800-lb. Top 
step is made of washable simulated 





me CHICAGO 


EXECUTIVE OFFICES: 331 MADISON AVE., NEW YORK 17, N. Y. 


PLAN NOW TO BE IN 


OCT. 2-6, 1961 

















Everything new will be presented to you in spec- 
tacular display at Chicago's magnificent -new 
$34,000,000 lakefront exposition center. More than 
1,000 manufacturers of hardware, housewares and 
allied items ... lawn, garden and outdoor living 
products will offer you more ways to make more 
money than ever before. Fill out and mail -the 
coupon now for your free badge of admission to 
the largest, most complete, most diversified trade 
show in America. 





16th annual 


NATIONAL 
HARDWARE 
SHOW 


including the 
LAWN, GARDEN & OUTDOOR 
LIVING DIVISION 


at Fabulous 


McCORMICK 
PLACE 


. Oct. 2-6, 
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NATIONAL HARDWARE SHOW 

Suite 1103, 331 Madison Ave., New York 17, N.Y. 

Please check below if you wish us to moke hotel reservations for you. 


(Please Print) 
NAME TITLE 
FIRM 
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CITY STATE 
TYPE OF BUSINESS 


Please check below the classification of your business. 








| Wholesaler | | Retailer 
_] Importer-Exporter [_] Mfgrs’ Agent [_] Manufacturer 
|_] Please send us your hotel reservation blank. 


Minors under 18 yrs. of age will not be admitted under any circumstances. 
cee come me an RE Same cement 


| } Dept. & Chain Store Buyer 


a 
[ | | Other 


Want more facts? Circle 129, p. 57 
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leather, mar-resistant vinyl, pad- 
ded for comfort. Bottom step is 
made of texturized skid-proof rub- 
ber. Chrome model, No. 252, fea- 
tures self-leveling glides on each 
leg. Model No. 152 has bronze 
enameled.frame and steps. Unit is 


22 in. high when unfolded. Weight 
is 114% lb. Chrome model retails at 
$11.98 in East and $12.98 in West. 
Enamel model is $8.98 in East and 
$9.98 in West. Lincoln Metal Prod- 
ucts Corp., Dept. HA, 225 42nd St., 
Brooklyn 32, N. Y. 


Item 50 
Push-button combination lock 


The Simplex Push Button Lock 
can be reset without tools to open 
at thousands of combinations. 
Mechanism and face plate are de- 
signed for flexibility, can be used 
to meet specific requirements. Face 


plate can be styled with knob, han- 
dle or lever. Simplex Lock Corp., 
Dept. HA, 150 Broadway, New 
York 38, N. Y. 


66 © HARDWARE AGE, August 10, 196] 


Item 51 
Aerosol defrosting compound 


Frost-Ban aerosol spray de- 
froster for refrigerators and freez- 
ers works quickly to melt ice. Spray 
is non-toxic, will not harm food, 
leaves no unpleasant ordor. Comes 


in 14-0z can, 12 per carton. Intro- 
ductory retail price is $1.69, 20¢ 
off regular price. G. N. Coughlan 
Co., Dept. HA, West Orange, N. J. 


Item 52 
Colorful tool merchandiser 


Socketool sets and Ratchet Han- 
dle Versatool are contained in this 
colorful counter display which is 
free with purchase of the intro- 


ductory offer. Offer includes six 
RSD Ratchet Versatools, four ST 
No. 1 Ratchet Socketools, two ST 
No. 5 Super Socketools, and one 
free RSD Ratchet Versatool. To- 
tal retail value is $36. Dealer cost 
is $20.40. Shelton Products Co.., 
Dept. HA, Shelton, Conn. 


Item 53 
Automatic drawer slide 


Here is an automatically closing 
drawer slide that closes when given 
a slight push. No. 340 Auto-Slide 
is adaptable to kitchen cabinets and 


store fixtures. It needs only 4% in. 
at either side of the drawer and 
will support 100 lb. Available in 
lengths from 14 to 28 in. Grant 
Pulley & Hardware Corp., Dept. 
HA, High St., West Nyack, N. Y. 


Item 54 
Coach dog finish on lure 

Fred Arbogast has added the 
coach dog finish to the selection of 
colors available in its No. 2 shallow 
running Hawaiian Wiggler fishing 
lure. Hawaiian Wigglers come with 
a rubber hula skirt that wiggles. 
A trailer hook is packed with each 
lure and is easily attached to the 
lure’s No. 2/0 hook. Fred Arbogast 
Co., Dept. HA, 313 W. North St., 
Akron 3, Ohio. 


Item 55 

Electronic light dimmer 
Dreamliter 600 is a full-range 

electronic light dimmer that fits 

into standard single wall recepta- 





Vondrak’s Hardware, Cicero, Illinois. Architect: Frank Louis Velat, Berwyn, Illinois. 


PPG products installed: CARRARA® Structural Glass; TUBELITE Doors and Frames; Polished Plate Glass. 





Mr. Edward E. Schaub (left) 
and Mr. George E. Broughton 
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20% business increase after remodeling . 
with PPG Open-Vision Front 


Look at the “before” and “after” pictures. If you were a hardware customer, 
which store would you shop in? Here we see how Vondrak’s Hardware in 
Cicero, Illinois, turned their dark, uninviting building into a cheerful and 
attractive store with a PPG Open-Vision Front. Since Vondrak’s remodeled, 
their business has increased 20%. “We have attracted a better class of cus- 
tomers, including 30% more women,” say George E. Broughton and Edward 
E.. Schaub, partners in the store’s operation. “We have had excellent customer 
reaction and the results of our modernization have been even better than we 
anticipated.” 

We have testimonials from firms all over the country, telling us how their 
business picked up after they remodeled with a PPG Open-Vision Front. The 
cost of the Open-Vision Look can soon be offset by increased business, too. 
Also, there are Open-Vision Fronts for new buildings, all featuring clean, 
modern designs that are bound to attract more customers. To find out how a 
PPG Open-Vision Front can help you, send for our free booklet or contact 
your PPG branch or distributor. There’s one near you. 


Pittsburgh Plate Glass has the complete package to give your hardware store 
the Open-Vision Look: Pittsburgh Polished Plate Glass; a complete line of beauti- 
fully finished PITTCO® Store Front Metal; TUBELITE® aluminum framed doors 
with glass panels; HERCULITE® Tempered Plate Glass Doors and WEST Tension 
Polished Plate Glass Doors, both with aluminum, bronze or stainless steel frames; 
PITTCOMATIC® Automatic Push-pull or Mat-operated Door Openers. 


° Pittsburgh Plate Glass Company 


G Paints + Glass * Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 





Pittsburgh Plate Glass Company 
Room 1188, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send a free STORE FRONT booklet to: 


Address 
City_ 
State 


Store_ 
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BUYING CHECK LIST 
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cle. Provides smooth, gradual light 
control from full dark to full bright 
on incandescent circuits up to 600 
watts. Electronically reduces flow 
of electricity, saves power and 
bulbs last longer. Retails for 
$24.95. Electro-Solid Controls, Inc., 
Dept. HA, 8001 Bloomington Free- 
way, Minneapolis 20, Minn. 


Item 56 
Power actuated tool line 


Chicago Expansion Bolt’s line of 
cartridge actuated tools, loads and 
studs includes 48 different sizes and 
types of studs in both %4-in. and 
3e-in. diameters, 11 American car- 
tridge loads including .22, .25, and 
.68 caliber. Studs feature AUS- 


tempering for extra toughness. 
Studs and loads are interchange- 
able with other American makes. 
Chicago Expansion Bolt Co., Dept. 
HA, 1338 W. Concord Pl., Chicago 
22, Til. 


Item 57 
Household hardware display 


Shelby’s assortment of Standard 
carded household hardware, No. 
25W, includes a perforated panel 
board display unit 14 in. wide and 
20 in. high. Assortment includes 
hinges, hasps, barrel bolts, closet 
rod holders, coat and hat hooks, 
sash locks and corner braces. Dis- 
play unit is made of heavy coated 
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cranoar HOUSEHOLD 
ExT) HARDWARE 


wire and has a 2-color sign. Assort- 
ment consists of 162 carded items 
valued at $24.26. Shelby Metal 
Products Co., Dept. HA, Shelby, 
Ohio. 


Item 58 

Pastel colored mugs, bowls 
Here’s an 8-oz coffee mug and 

5-in. soup/cereal bowl in four pas- 

tel colors, sandalwood, yellow, tur- 

quoise, coral. Items are Anchor- 


white heat-resistant glassware with 
ceramic color sprayed and baked- 
on for permanency. Approximate 
retail for decorated mug and bowl 
20¢ each. Anchor Hocking Glass 
Corp., Dept. HA, Lancaster, Ohio. 


Item 59 
Quiet-operating tank valve 


Plumb Shop’s Silent Toilet Tank 
Valve eliminates water turbulence, 
hissing and throttling noises. The 


unit has an adjustable needle valve 
to permit regulation of overflow 
volume to save water, full open flow 
which permits refilling quickly, and 
positive shut-off nylon seat. Fits all 
standard tanks. The valve, PS75, 
lists at $3.90 each. Plumb Shop, 
Dept. HA, 1341 Temple, Detroit 1, 
Mich. 


Item 60 
Modern-styled alarm clock 


This Spur keywound alarm has 
heavily coated luminous dial and 
hands for easy reading in the dark. 
The unit has a modern square 


metal case, center alarm indicator 
and alarm bell. Stands 4% in. high. 
Retails for $4.98. Westclox Dviv., 
General Time Corp., Dept. HA, La 
Salle, Peru, Ill. 


Item 61 
Clipless tray table line 


This Cal-Dak line of tray tables 
features table tops without clips so 
they can also be used as serving 
trays. The tray tables, called Dy- 
nasty, have fiber glass trays with 
special rims that lock to the tubu- 
lar steel frames. These trays are 











What'll they think of next... 
a) aa 

















to make DAP Rope Caulk sell even better for you? 


Look at all the things your customers can do with DAP 
Rope Caulk! No tools needed! Just press into place with 
fingers to stop air, water and heat leaks. 


Now look at the counter display that shows and sells all 
Rope Caulk uses. Colorful. Self-serve. Holds ten DAP 
Rope Caulk rolls. Builds impulse buying in your store. 


Why should you stock and sell DAP Rope Caulk over 
other brands? Because DAP pre-sells millions with the 
industry’s biggest national advertising programs in POST, 
POPULAR MECHANICS, POPULAR SCIENCE, 
SUNSET and other leading magazines. And you get 
this same advertising support for DAP Spackling, Caulk- 
ing, Glazing and Sealing compounds, too! 





You get plenty of in-store selling help, too—merchandis- 
ing racks, counter displays, and promotion kits including 
posters and give-away DAP folders. 





ORDER FROM YOUR DAP WHOLESALER TODAY! 


€ HOUSEHOLD CEMENTS METAL FILLERS » PORCELAIN GLAZE 


. DAP inc., General Offices, Dayton 31, Ohio LIQUID SOLDER AND OTHER FINE PRODUCTS 


—_—_—~ 


e 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


available in a number of new pat- 
terns on three different sets—a 
6-piece Roll-A-Server set at $37.95. 
5-piece Serv-A-Cart at $32.95, and 
a 5-piece King-Size Roll-A-Rack 
(shown) at $29.95. Cal-Dak Co.., 
Dept. HA, 2525 Military Ave., Los 
Angeles 64, Calif. 


Item 62 

Improved slip casting float 
Dayton’s MAC slip casting float 

is now made of red and white plas- 

tic for longer wear. Float is free 

sliding, features easy line attach- 

ing and releasing. Comes in two 


sizes: 3-in. long, 114-in. diameter, 
or 1%4-in. long, 14-in. diameter. 
Dayton Bait & Marine Products 
Co., Dept. HA, Dayton, Ohio. 


Item 63 
Interior-exterior paint 


Bondex Multi - Surface house 
paint can be used for inside or 
outside paint jobs. It’s acrylic- 
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latex based, comes in 20 colors and 
white. Can be used on wallboard, 
concrete, stucco, masonry, asbes- 
tos shingles, brick, metal, wood. 
Dries in 20 minutes, ready for 
second coat in 30 minutes. Can be 
applied over damp surfaces, gives 


MULTI-SURFACE 


breather type finish to check crack- 
ing, blistering or peeling. Reardon 
Co., Dept. HA, Box 7089, St. Louis. 
Mo. 


Item 64 
Carburetor service kit 


Carburetor Clean-Out Kit No. 
7880 contains everything that’s 
needed for quick on-the-engine car- 
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buretor cleaning by the Gumout 
forced-flow method. Easy to follow 
directions are included in the blis- 
ter package. The kit retails for 
$2.49 each. The Gumout cleaning 
fluid in pint cans, use with the kit, 
retail for $1.69 each. Gumout Div., 
Pennsylvania Refining Co., Dept. 
HA, 2686 Lisbon Rd., Cleveland 4, 
Ohio. 


Item 65 
Line of medicine cabinets 


Built-in effect without built-in 
installation cost is the feature of 
this surface mounted medicine cab- 





inet. The unit is constructed of 
heavy gauge steel with Bonderized 
finish, trimmed in triple plated 
chrome, and has electrolytic cop- 
per back. Available in various sizes 
and mirror types. Other features 
are an incandescent light section 
with extended plastic canopy-type 
diffuser, outlet and chrome plated 
door knobs and toggle switch. Tri- 
angle Products Inc., Dept. HA, 
1632 S. Indiana Ave., Chicago 16, 
Til. 


Item 66 
Toggle bolt in 3 sizes 


Giant Grip toggle bolt is a fas- 
tening device which quickly at- 
taches electrical and plumbing fix- 


tures, kitchen cabinets, mirrors, 
shelf brackets, etc., to any hollow 
or thin wall, and holds them se- 
curely. The bolt is available in 
three sizes. Ackerman-Johnson Co., 
Dept. HA, 625 W. Jackson Blvd., 
Chicago 6, Ill. 





—— BALLCOCK 


{= ~~ SILENT... 
-t. aon eS DEPENDABLE... 


| 


aoe, TROUBLE-FREE 


Prospecting for GOLD? 


“| recommend this Uisplay of 


With the Mansfield 07, you can 
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provide your customers with the 
finest ballcock .. . satisfy their 
demands for dependable operating 
efficiency, long service life and quiet- 
ness .. . eliminate call backs. 


Simplified construction of the 07 
includes lifetime nylon valve seat, 
neoprene diaphragm and only 2 
working metal parts—both of which 
are protected from water and electro- 
lytic action. All internal parts can 
be easily reached. No links and rivets 
to etch away or split leathers and 
“QO” rings to leak. 


Water flow easily adjusted 


Adjustments on float rod and refill 
outlet control water flow into tank 
and bowl. Silent operation is further 
assured by specially designed 
silencer, bottom outlet, PVC hush 
tube and quick shut-off. 


The 07 prevents back-syphoning 
and meets all code requirements. 
Packaged ina sturdy corrugated box, 
24 boxes to a master carton. For full 
details, request bulletin LL-8624. 


A-4549A 





FREE lifetime coupling nut washers 





Send us stamped, self-addressed envelope. 
We will mail you a kit of coupling nut washers 
FREE. These won’t curl, slip or twist in the 
ballcock shank...form a perfect leakproof seal 


VISE-GRIP tools because 


it really sells the merchandise!”’ 


**This is the best selling plier or wrench in the store RE- 
GARDLESS of price. | have never had a complaint on one and 
have handled them for many years"’ 


Says CHARLES STEELE, 
Little & Steele Hardware Co. 
Nashville, Tenn. 


Dealers are striking it rich with this attrac- 
tive, compact, easy-to-identify Vise-Grip dis- 
play rack. Takes only 14 inches of space. 
Ads in LooK, SATURDAY EVENING PosT, FARM 
JOURNAL, etc. will continue to feature this 
display rack during 1961. Write direct, or 
ask your jobber, for your free Vise-Grip 
display rack today. 











14” wide). 


2. Easy to put up. 


Fits on peg board 
or wall space. 


3. Features the 
complete Vise-Grip 
line. 


4. Prices and mod- 
els are clearly in- 
dicated. 


with minimum wrench pressure. 5. Bright yellow 
and ack with 
easy-to-read sales 
message. 


MANSFIELD SANITARY, INC. 


PERRYSVILLE, OHIO 


PETERSEN MFG. COMPANY 
Dept. HA-8 . DeWitt, Nebraska 
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NRHA Congress addresses 


These two papers were presented at the 62nd annual 
Congress of the National Retail Hardware Assn. in Den- 
ver July 9-13. For other papers see the July 13 issue, 


beginning on page 27. 


How to get store traffic 


66 


... we consider traffic the basis of 


a successful store and go after it by 


consistently keeping our name and our 


products before our customers .. .” 


by John B. Valentine 
President 
Valentine Hardware Co. 


Boulder, Colorado 


When I ask dealers what is the 
basis for a successful hardware op- 
eration, they answer well-trained 
sales people, an attractive store 
with modern fixtures and good 
looking merchandise displays, in- 
ventory control credit _ selling, 
wholesale connections and direct 
buying. 

All of these phases are very im- 
portant. My own answer to the 
question, however, is that custom- 
ers or store traffic is the basis for 
a successful operation. It is the 


72 © HARDWARE AGE, August 10, 1961 


customers who leave the cash, if 
we are lucky, to buy a few extras 
for the family. 
What is my bid for store traffic? 
The Valentine Hardware Co. is 
56 years old. Its building, erected 


* 


* 


in 1878, is 50 by 140 feet and cov- 
ers three floors. The main business 
area is on the first floor, with a dis- 
play area and storage on the second 
floor, and storage in the basement. 
The building has been modernized 
to some extent, but still retains 
many of its original features such 
as a rolling ladder along one wall. 
The store employs nine salesmen, 
bookkeeper, deliveryman, tinner, 
and upon occasion, my wife and 
daughter as bookkeepers. 

The stock consists of heavy and 
shelf hardware, housewares, sport- 
ing goods, mining supplies, tinshop 
supplies and services, and garden 
supplies. 

We do not carry major appli- 
ances. The larg2st ticket items are 
power lawn mowers and dynamite. 

First, and foremost, we strive to 
achieve individuality and unique- 
ness in the eyes of the public. Our 
slogan “The store with a heart in 
the heart of Boulder,” and our use 


of the heart emblem in every pos- 


sible way are our methods of im- 
pressing upon people that ours is 
not just any hardware store, but 
the Valentine Hardware Store. The 
heart emblem we use in our sig- 

(Continued on page 78) 
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Merchandise is money 


“, .. through our Inventory contro] 


system we have been able to see in 


black and white the movement of 


merchandise...” 


by Lynne King 
Manager 

Ashton Brothers Co. 
Vernal, Utah 


We can improve the turnover of 
our inventory by better control and 
a more careful selection of the 
merchandise we stock. 

The overall inventory in most 
hardware stores is too high. In 
spite of the dollar investment, we 
do not always have the right item 
at the right time at the right price. 

The best way to realize a better 





Merchandise is money 
(Continued) 


profit is to stop guessing and get 
the facts on the movement of mer- 
chandise that we stock. 

How are these facts obtained? 
By an inventory control. This is 
how we have reduced inventory and 
increased turnover. 

We adopted an inventory control 
system in conjunction with The 
Salt Lake Hardware Co., one of 
our suppliers. They realized that 
a profit on an item isn’t made un- 
til the product is in the hands of 
the ultimate consumer. The flow of 
goods from the manufacturer to 
the wholesaler, to the retailer and 
to the consumer has to be a coop- 
erative operation. 


Dusty dollars released 


Since installing the Stok-Chek 
System of The Salt Lake Hardware 
Co., we have been able to release 
many idle, dusty dollars from our 
inventory. We found, in many 
cases, that merchandise thought to 
be necessary in our inventory was 
too great. We were at a loss as to 
how it could be reduced, yet have 
ample stocks to fill our customers’ 
needs. 

Through the use of our inventory 
control system, we have been able 
to see in black and white the move- 
ment of merchandise. 

The system was installed in 
March, 1959. One of the first steps 
required was that I estimate what 
I thought we sold on each basic 
item in an average 30-day period. 
This estimated sales figure was 
placed in our books for each item. 
Another figure was also placed op- 
posite the same item which repre- 
sented 1% times the 30-day sale 
figure, or a 45-day supply. 


Allows time to replenish 


The later figure is established to 
allow ample time to order and re- 
ceive replacement shipments of 
merchandise. 

How wrong I was on many items 
as to how much we sold in a 30- 
day period. We retailers might 
think we know the movement of 
merchandise, but I am afraid, that 
is a matter of opinion. Statistics 











Fastest Growing Christmas Decoration 


CRYSTALITE 


12 POINTED— ELECTRIC 


STAR LIGHT 


Delights everyone who sees it. It’s full OE. 
surprises. Sales in ’60 over five times 

greater than previous year. The most 

exciting decoration with multiple uses. 
Beautiful, durable, you'll marvel when ' 
you see it lighted. A brilliant glow of ™~ 
color, from bulb in center, is transipitted 
through all 12 points. Imagination hits 

the ceiling ... For mantels, center 

pieces, center of wreaths, atop the tree - 
and hundreds of year-round uses. 

Many use these brilliant Stars for 

out-of-door decorations. 


THREE SIZES—9', 20° AND 27° 
MEASURED FROM TIP TOUTIP. 
| 
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MATIVITY SCEME 


9” SUGGESTED RETAIL 


$2.50 


Here is the beautiful, full 
color, display package portraying 
the superb quality of the Crystalite. 


SEND TODAY FOR Complete with easy bulb 
COMPLETE INFORMATION change cord sel and clip 


MODERN CONTROLS CORPORATION 


P.O. Box 128 © Centerline, Michigan 
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DON’T SHOOT! 
It's a Decoy... 


a , 
— me one 
a 


No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 


No. D-5 Victor Canada Goose. Authen- 


Stock and Sell 
The Complete Line 
of Victor Decoys 


AX 


No. D-10. Victor Majestic Standard. 
Life-size Tenite Plastic. Seven species. 


ae 


... i's the NEW 
more-realistic-than-ever 


, . a or 


Wait ’til you and your customers see the new 
No. D-2 Victor Premier duck decoy. It’s 
been completely redesigned with a higher 
silhouette and modern broad-body realism. 
The Victor D-2 has always been popular and 
this year it should really co the sales 
parade. Made of molded fiber; pre-balanced 
and waterproof. Mallard has head and wings 

inted with iridescent paint. Six species: 

allard, Black Duck, Pintail, Red Head, 
Canvasback, Blue Bill. 

Also No. D-3 Victor Magnum. Slightly 


o 


tic molded fiber decoy. Upright and 
feeder type heads. Also Snow Goose and 
Blue Goose. 


larger than D-2. Nine species. 
Stock Early— Order from Your Wholesaler 
Also: No. D-12 Victor Deluxe Canada 


Goose; No. D-7 Victor Owl, } ANIMAL TRAP COMPANY OF AMERICA 


ee ee ee ee Lititz, Pa. © Pascagoula, Miss. © Niagara Falls, Ontario 
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usually prove otherwise. 
After the program had been in 
effect for six months, I went over 





CASTERS 


by 
Bassick Wi 
ra | 
a» 


xi = 


CASH IN ON 
HIGH STYLE 


FOR THE HOME 


Now Bassick lets you in on a money- 
maker. 

Your store can sell the new “Bassick 
Ball” casters—in an eye-catching, easy 
to display, easy-to-carry-home pack- 
age of four. You’ll cash in on the grow- 
ing trend to high styling and smooth 
good looks that is sweeping the furni- 
ture design world today. 

“Bassick Ball” casters were designed 
with deep-pile carpets in mind. Their 
wide treads and easy swiveling prevent 
damage to expensive floors and rugs 
and make it especially easy to move 
furniture for cleaning and room reor- 
ganization. 

Available in polished brass, satin 
brass, statuary bronze, English an- 
tique, polished chrome, or satin chrome 
finishes. And with swivel top plate and 
a variety of stems to fit most furniture. 
Ask your Bassick distributor about 
them today. THE BASSICK COMPANY. 
Bridgeport 5, Conn. In Canaaa: Belle- 
ville, Ont. 


122 
bot 
ay 
. 
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' Merchandise is money 


(Continued ) 


the estimated sales figures of each 
item and adjusted them to a more 
realistic figure commensurate with 
actual sales trends. True, there are 
exceptions at times as to the sell- 
ing of items, but in most cases it 
is surprising to see how constant 
the rate of sales on a given item is 
month after month. I can tell this 
by looking in my Stok-Chek rec- 
ords. 

By reviewing my records, I found 
that in most cases my original 30- 
day sales estimate was too high. 
This showed me that the quantity 
of an item could be safely reduced, 
giving a better turnover on the 
item and reducing the amount of 
dollars invested in inventory. 


Basic items pull traffic 

Through the systematic use of 
our inventory control system we 
have been successful in virtually 
eliminating costly loss of gross 
profit through not being able to 
supply customers’ needs. These 
basic items which all hardware 
stores carry are bread and butter 
items which bring customers into 
our store. 

One of the greatest penalties to 
a retailer’s business, as we see it, 
is to depend on a Want Book to 
replenish stock of these needed 
items. 

Through our inventory control 
system in two years we reduced in- 
ventory by 21 percent yet had a 
21% percent increase in sales. We 
enjoyed a better turnover and an 
increase in gross profit. 


One good, are 3 better? 


Another factor important in re- 
ducing inventory is the elimination 
of unnecessary duplication of items 
by analyzing inventory in our de- 
partments. 

I saw that we had two or three 
different brands of an item in the 
Same price range. A good example 
of this is in builders’ hardware. 
We were carrying three brands of 
%e inset chrome hinges that re- 
tail for 39 cents. By eliminating 
two brands we were able to get by 
with a third of the inventory. 

I read once that we are our 
worst competition. When it comes 
to inventory control, I am sure this 
is true. 

We obtain a line of merchandise 











RUSTPROOF ZINC ALLOY 


CAP NUTS 


AND ASSORTMENT 


Bright, rustproof finish. Attractive, 
self-selling counter displays con- 
tain 4 popular sizes of each. 

Also in bulk or packaged 100/box 
in complete range of thread sizes. 
Jobbers: Write for samples, prices, 
catalog sheets on GRC’s co 'c'? 


line of hooks, etc. a 
ie. 


GRIES REPRODUCER CORP. 


World’s foremost producer of small die castings 
161 Beechwood Avenue, New Rochelle, N. Y. 
NEw Rochelle 3-8600 
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NEW LOW COST 


FLEXO-SPAN 
SELF-SERVICE ISLAND 


H 
“DIAMOND” PERFORATED 
METAL SHELVING ... 


you'LL ENJOY 
PLUS SALES —PLUS PROFITS 
WITH NEW, LOW COST 
FLEXO-SPAN 
NEW CATALOG 
LOWER PRICES 


ON SELF-SERVICE MULTIPLE BASE UNITS — 
SLTD. WALL STDS.— BRACKETS—AND ALL 
OTHER FIXTURES AND FIXTURE HARDWARE. 


WRITE TODAY FOR YOUR 


FREE 
WHOLESALE DISCOUNT CATALOG 
NEW LOWER PRICES 


ADD SALES CO. 


824 York S#. Manitowoc, Wisconsin 
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that sells well and then we get ex- 
cited and buy another. Apparently 
on the assumption that if one line 
or item sells good, two or three of 
the same item or line will sell twice 
as good. We often compete with our- 
selves and reduce sales on the item 
on which we are doing a profitable 
volume of business by buying an- 
other. In such instances, we are HEDLUND AMERICAN SLEDS . ._ high- 
increasing our stock and the dollars gloss varnished hardwood with fully 
. ‘ , , . turned up sofety runners and sensi- 
invested in inventory without in- tive centerpoint steering. Four mod- 
creasing our total sales. els: 36", 42”, 46", 55” 

If hardware retailers could be 
assured of doubling their profits 
by doubling their inventory, our 
business life would be less compli- 
cated. 

By using the system, we now 
have a systematic method of check- 
ing our inventory and buying. Be- 
fore the adoption of this program, 


we did our buying in a more or less get ready! ft ss FF. 

hit and miss manner. Many bins here comes a. A 4 HEDLUND SNO-FLITE 
were overlooked and basic items e Bi. a | t CHILDREN’S SKIS . . . 
were often missed due to these another (8 | gt pre meres 
poor buying practices. Now each ° ' ' in | TT f red. Four sizes: 4’, 5’, 
department in the store is checked big season i j ‘ 2 von, s 9. 

on schedule, once a month, thereby ae a 

eliminating the chance of over- 


for | 
looking basic bread and_ butter : 
i edlund | 


The lack of good inventory con- 


Parade at banquet promotes '’Manno 
for President." 


HEDLUND SNOBOG- 
GAN ... popular, inex- 
pensive child's combi- 
nation sled and tobog- 
gan... also a favorite 
of ice fisherman. 
Length, 40’; width, 15°" 

HEDLUND TOBOGGANS. . . . rigid, rugged con- 

struction of selected hardwoods with extra 

heavy runners, heavy rope hand rails. Seven 

sizes: 4’, 4’ 11", 6’, 7’, 8”, 10’. 


Last season’s demand for Hedlund’s popular American 
Sleds proved to everybody that Hedlund had the sled 
with eye-appeal ... boy-appeal . .. price-appeal. We’re 
getting production geared up now to meet the coming 
season’s orders—which are already beginning to snow- 
ball. Write today for literature and prices on Hedlund 


winter sports equipment. HEDLUND HOCKEY 
STICKS ... a complete 
line in choice hard- 


hedlund MANUFACTURING COMPANY + Nokomis, Illinois *°°¢* -- - four styles 


..» full range of lengths 
MAKERS OF FAMOUS HEDLUND SNOW SKIS AND HYDRO-FLITE WATER SKIS and lies. 
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Merchandise is money 
(Continued) 


trol has created a situation where- 
by the principals of a retail organ- 
ization spend too much time buy- 
ing merchandise, generally from 
too many suppliers, leaving too lit- 
tle time to the productive end of 
the business. 

By using the Stok-Chek System 


it takes far less actual man-hours 
time to buy than the old hit and 
miss method. It takes the guess 
work out of buying as well as to 
make it possible to safely delegate 
this responsibility. 

The installation of the system 
required a rearrangement of our 
merchandise to conform to the list- 
ing on the Stok-Chek pages. This 
makes it possible to get maximum 
benefit of selling related items as 
well as to minimize the amount of 
time required of our people to main- 





PRIMED WITH 


NEV VA EAE RIEISH! 


Clayton Mark MITEY MITE shallow well jet pump 
packs more “sell” than any pump 
near its size—or its price 


If it sounds too good to believe —we can’t blame 
you. The Clayton Mark Mitey Mite is studded 
with features you’re unaccustomed to finding 


in a budget-priced pump. 


There’s the all-bronze impeller—built for a 
long, fuss-free lifetime. There’s an improved 
volute of molded plastic. It offers least resistance 
to free water flow. .. shrugs off abrasion and heat. 

For sure, easy priming there’s the Clayton 
Mark Fast Priming Tube. You can also count 
on the quality NEMA Frame Motor... depend 
on its attention-free rotary shaft seal. And all these 
are standard with either 4 or % H.P. models. 

Why sell less? Write Clayton Mark today 


for full specs and details. 


Mitey Mite 
Cottage System 
is complete: galvaniz- 
ed pressure tank, air 
volume control and 4 

or 4 H.P. pump. 





Other pumps available from Clayton Mark: Submergible, 3-way Jet, 
Dual Jet, Pacer, Multi-Stage and Deep Stroke Pump. 


CLAYTON MARK 


AND COMPANY 


1900 DEMPSTER STREET - EVANSTON, ILLINOIS - U.S.A. 


wr. WATER WELL SUPPLIES yconour << Unions ~) TyeING 
= o 


<- 25 
<2 ‘é AB-2535A 
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tain the regular checking and or- 
dering schedule. 

Another phase of the system 
which I like is the product knowl- 
edge that each of my clerks gains 
through the regular checking of 
the items in each of our depart- 
ments. 

Each salesperson is assigned a 
number of these books to check. 
They check the same book for six 
months. Then the books are re- 
assigned. By checking merchan- 
dise in the various departments 
they become better acquainted 
with the movement of the goods, 
the merchandise itself and price 
ranges that we carry. Our em- 
ployees have been able to increase 
their individual sales because of 
this knowledge of merchandise car- 
ried through to suggestion sell- 
ing of related items. 


Everything is in place 

The regular and consistent 30- 
day check makes it possible to 
maintain an orderly display of our 
merchandise. We have a place for 
everything. Everything is kept in 
its proper place. Our people can 
better serve our customers and in 
less time. 

Another outstanding feature of 
the system is that it makes it easy 
to use variable pricing. Gone are 
the days when hardware retailers 
can be satisfied with a straight 50 
percent markup on all items we 
inventory. 


Straight 50% markup is out 


One of the features we particu- 
larly like about our inventory con- 
trol system is that information con- 
cerning retail pricing of each item 
is constantly available to us. This 
is the same system as recommended 
by the National Retail Hardware 
Association and which was devel- 
oped through careful research by 
the Indiana University. 

Out of the 5000 items listed on the 
Stok-Chek pages approximately one- 
half of the items have to be sold 
on a strictly competitive basis— 
priced according to the manufac- 
turers’ suggested resale prices, or 
the average 50 percent markup 
items—but the other 50 percent 
can be marked up from 60 to well 
over 100 percent. 

At the present time we are con- 
trolling approximately 4000 items 
of our hardware inventory. 





Town & Country 
SUBURBAN 
MAILBOX 


Southern tops them all again with 

the hottest, fastest-selling, most 

asked-for item of 1961. Nothing like 

it anywhere! 

This smart new mailbox marks the first 
design change in 50 years. Steel body 

with baked-on acrylic finish... won't 

fade, crack or peel. Exciting colors: chrome 
blue, turquoise, chocolate, suburban pink, 
thunderbird white. Chrome plated hood and 


flag base. Mounting pole and bracket accessories. 6), 


SMART SOUTHERN EXCLUSIVES FOR SURFACE MOUNTING 


M-711 BW-14 


SOUTHE! 


FABRICATORS CORP. 


1010 W. BROADWAY . STEELEVILLE, ILlk 
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SELL THE 

~, WORLD'S 
FINEST 
HAND TOOLS 
AND 


CUTLERY 


A Respected 
Name in the 
Hardware 
Industry for 
Over a 
Century 


Sold only through franchised distributors— 
check with your favorite distributor or write 
to KEEN KUTTER, 400 N. Wells Street, 
Chicago 10, Illinois 


WHOLESALERS 
A limited number of excellent franchise areas 
are still available—please write for information. 


KEEN KUTTER © 


400 N. Wells St., Chicago 10, Ill 
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How to get traffic 


(Continued from page 72) 


nature cut for the newspaper, on 
our stationery, on the electric signs 
outside the store and on the border 
around our ads in the newspaper. 

It is important for a store to 
‘arry the owner’s name, if possible, 
since it enables people to identify 
certain individuals with specific 
stores. 

It is beneficial to get as many 
news items in the paper as one can, 
using the store name, than keeping 
the store and its products in the 
public mind. 

I have heard many dealers ques- 
tion the need for using large 
amounts of advertising, and I sug- 
gest that they look in any city 
newspaper to see if their competi- 
tors are advertising. 

A glance at these newspapers 
shows four or five pages of Sears 
and Ward ads, to say nothing of the 
so-called hardware items advertised 
by department stores and super 
markets. 


This is becoming an age of arm 
chair shoppers. Recent surveys of 
consumer shopping habits prove 
that the average consumer knows 
before he leaves home which stores 
he plans to visit. Therefore it is 
necessary for our advertising mes- 
sage to impress him while he is 
still at home. We want the intended 
purchases which account for up to 
90 percent of a store’s volume busi- 
ness. 

It is necessary to find out what 
form of advertising gives the 


New NRHA director, H. Taylor 
Zettler, Columbus, Ohio. 
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largest coverage at the lowest price. 
Our local newspaper in Boulder 
reaches 96 percent of the homes in 
our territory. It appears that most 
people subscribe to a local paper as 
soon as they move to a town to 
familiarize themselves with the 
names in the news. With so many 
new people moving to Boulder we 
think that our newspaper helps to 
introduce us to newcomers and they 
say, “Are you the Valentines with 
the hardware store?”’ 

Because we feel that our local 
newspaper gives us the largest 
coverage at the lowest price, we 
spend the largest part of our adver- 
tising budget there. 


Consistency is a virtue 


We believe in constant and con- 
sistent advertising. We have ¢car- 
ried a two column, six inch ad six 
days a week for 56 years. It is not 
our intention to have every ad bring 
customers flocking in, for this just 
doesn’t happen. We do _ believe, 
though, that the accumulated effect 
of having people see our ad in the 
same place in the paper day after 
day brings results. 

We try to relate our ads to cir- 
cumstances. For example, if the 
weather man says it is going to 
snow, we run snow shovels, ice re- 
movers, etc. He crosses us up now 
and then but we are glad to hear 
the remarks people make on this 
score for we know our ad has been 
read. 


New items? We are first 

We try to take advantage of spe- 
cial occasions such as Father’s 
Day, Mother’s Day, Easter, etc., 
and to feature appropriate gifts. 
This type of advertising is obvious 
to everyone, of course, but it is sur- 
prising how many dealers do not 
tie their ads in with events. 

When new items come on the 
market we try to give each one a 
big push before everybody has it. 
We like to get in on the first sales 
of an item and we also like to let 
the public know that our stock is 
up to date. 

I should like to mention co-op 
advertising. 

Last year our newspaper adver- 
tising came to approximately 
$7,000, of which we had to pay out 
only $5,000, while the other $2,000 
was paid by manufacturers, job- 





< al 
PANS 


fe 
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1! 
new wear-ever foil shells and pans 


poly-bagged in sets Starting with the popular potato boats, Wear-Ever has put to- 
—priced to move gether a whole new line of foilware to build your summer sales. 
Take a look at who will buy and why: « Picnickers who want 

¢ an easy way to cook and carry food « Home gardeners who like 

set to freeze fresh fruits and vegetables « Vacationers in summer 


cottages, boating enthusiasts, campers who don’t like to take a lot 
of cooking utensils with them. 


In fact, anybody and everybody who doesn’t want to clean pots and pans will go 
for Wear-Ever Foilware. All re-usable, yet priced low enough to be 


disposable. All with colorful green bottoms for extra eye appeai. 
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McGILL 1S 


TRADE | 


i. MARK 


~ MOUSE TRAPS 


.. . FEATURING A FLAVORED 
PLASTIC TRIGGER WITH 
AROMATIC “LOCKED-IN" 

BAIT SCENTS 


New pre-baited trigger offers special 
laboratory-tested lure scent XS-127 
that works like magic in attracting 
mice ... scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, four-way action. 


Packed in convenient, self-service 2- 
PAC with large eye-catching capper 

. Stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now's the 
time to order your supply. 


MV aa S PRODUCTS 
C COMPANY | 


* MARENGO, ILLINOIS 
Want more facts? Circle 136, p. 57 
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How to get traffic 
(Continued) 


bers, or the co-op advertising pro- 
gram! 

We think that the independent 
hardware dealer who does not avail 
himself of this program is losing 
money that belongs to him. Those 
of you who are not familiar with 
this free service offered by the Na- 
tional Hardware Association can 
talk to the men from National. The 
extra $2,000 worth of advertising 
because of participation in the co- 
op program was our bonus for the 
year and will pay our association 
dues for a long time. 


On the air every week 


Since our Boulder radio station 
began operation we have always 
had a number of spot commercials 
throughout the week.Atthe present 
time we have two 30 second spot 
announcements Mondays through 
Fridays. One spot is situated be- 
tween the local news at 5:30 in the 
evening. 

We also use wholesalers’ circulars, 
envelope stuffers, and yellow pages 
in the telephone directory. 

We take an active part in certain 
special promotions such as our An- 
niversary Sale late in February, 
Down Town Sidewalk Sale in July, 
Boulder Bargain Days in April and 
October, and, of course, Hardware 
Week in the spring. For Hardware 
Week we ran half page and full 
page ads in addition to our regular 
daily newspaper ads. We have par- 
ticipated in this sale every year 
since its inception and each year we 
have had an increase in sales and 
in traffic, in spite of the fact that 
during this time the number of 
hardware outlets in our town has 
more than tripled. 


We buy traffic builders 


When we do our buying we try 
to keep traffic-builders in mind. We 
look for something we can run as 
a big special which we have ob- 
tained in large quantities and at a 
good price. For example, since 
Boulder is a university town, we 
have a demand for metal waste- 
paper baskets for student rooms. 
The average cost of waste baskets 
is 70¢ and they retail from 95¢ to 
$1.10. Our competition was offer- 


ing them at 79 and 89¢. We then 
bought two gross and put them on 
special during Hardware Week for 
69¢. We sold over a gross. This 
July we plan to run them again 
during the Down Town Sidewalk 
sale. 

Frequently we are called upon to 
donate prizes for church affairs, 
PTA money raising projects, bene- 
fits of all kinds. We are happy to 
aid worthy causes, of course. As 
means of advertising we feel that 
the benefit we derive from donat- 
ing is negligible, but we have found 
that by giving gift certificates in- 
stead of prizes we gain some lucky 
winner store traffic. 

Window displays and store deco- 
rations are good ways to draw 
traffic. 

With regard to trading stamps 
we have not felt that we would 
receive sufficient increase in busi- 
ness to warrant the expenditure of 
approximately 2 percent of our 
gross sales for stamps. We prefer 
to spread that 2 percent over sev- 
eral areas of advertising. 

I should like to encourage every 
store owner to make himself known 
in his home town through partici- 
pation in civic and church affairs. 
Undoubtedly most of you have 
found, as I have, that in addition 
to the advertising a person does by 
this type of community participa- 
tion, the benefits he derives as an 
individual are boundless. 


HARDWARE HUMOR 
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You can sel/ everyone... for HEAVY DUTY 
from MASONS to HOME HANDYMEN/ 


SANDS LEVELS WALL STORAGE 


ry 


ree OLeT NS bg 


. ORLA SLILII AE he AIS a gc a ae 


ETIVINY SUGAR PINE 





Organize, once and for all— 

A style and type for every need and price/ GARAGE, BASEMENT, FARM SHOP, 
Watch your level sales climb once you show INDUSTRIAL STORAGE 
customers the to ality SANDS and economy- . 
priced SAND’S-CRAFT. Levels... frat ‘eam 4 HERCULES HOOKS slip over the common 1”x4” board 
levels since 1895. The wide selection of modern . 
styles and types gives you off-the-shelf availability | _ (Patent Applied For) 


with sales appeal ranging from the discriminating 
home handyman to the productive craftsmen. 


@ No difficult installation 





PLUS A COMPLETE LINE OF CEMENT ee coh, A - 
FINISHER’S AND PLASTER'S TOOLS 38 ¢ No perforated wallboard 


< SANDS = aor e Goes up on— 
LEVEL & TOOL CO. Sold Through Wholesalers Only! Write. . . 
Wie. = 


| Sand’s EY Unfinished walls 
\) Level and Tool Division y Finished walls 
of Harmon Machine Co., Inc. é 


225 West Lewis, P.O. Box 147 e y Masonry walls 
Wichita 1, Kansas, AMherst 5-4611 1 
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NEWEST and MOST 
WANTED ITEM on the Market Today 


SARAN 


WEBBING KITS Simple and 


-IT-YOURSELFERS . 
iis Paes Neat with 


Here’s the new profit-making item . 
your customers are looking for. . . Exclusive 
Genuine SARAN re-web kits for 
casual indoor and outdoor furniture. Hercules 


SARAN Hooks... 


IS AMERICA’S PROVEN 
NUMBER 1 SELLER! pay 
Each kit contains 18 feet of webbing iain 
on attractive eye-appealing, easy to geting FRE = DISPLAY 
hang card with clear plastic case. 17 ‘oe 


Complete do-it-yourself instructions “Viel cond coal with the purchase of 
on back of card showing number of a Bee’ 


kits required for each re-webbing | PROFIT ASSORTMENT 
job. 10 gay colors to match any ) , 


decor. an cr Nee HD-200 


Wire or write for samples and prices. 
| : NOW! Assortment includes 
ob Baee| economy pack starter kits! 
SOUT, LUS TRUS cong: ATION aes) Hercules is hot—order now! 


ia ‘He 6, Florid "= 3 | Hercules Hooks are electro-plated. 
P. O. Box 3386, Jacksonville 6, Florida | carded and pre-priced 
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The KERR WIRE PRODUCTS CO. 


933 North Cicero Avenue, Chicago 51. Illine 





NOTHING 
SELLS 
GUNS and AMMO 
LIKE 
REMINGTON 


GIANT PROMOTIONAL CAMPAIGN 
BOOSTS NEW PLASTIC SHELLS 
AGAIN IN 1961 


Many giant-circulation national magazines will help 
boost Remington’s great new plastic shells to sky-high 
sales. A huge coast-to-coast advertising and promotion 
campaign is scheduled to break with the approach of 
hunting season. Every shooter is being told about the 
new recoil-cutting wad column that means faster, extra- 
effective knockdown patterns...about the extra power 
... about the slick-feeding, self-lubricating plastic shell 
body that glides in and out of the gun... all for only 
15 cents a box more than ordinary loads! 


HARD-HITTING ADS IN MAJOR 
MAGAZINES SELL ENTIRE REMINGTON 
LINE TO MILLIONS 


The advertising power of these impressive magazines makes retail selling 
faster. And Remington is running the most sensational gun and ammo 
advertising in its brilliant sales history in every one of them for you. It 
reaches a staggering total of 51,000,000 potential customers in a prime 
shooter audience! 
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sy \esacm NEW, COLORFUL POINT-OF-SALE DISPLAYS 
AICK OFF PROFIT-BUILDING PROMOTIONS 





Big full-color acetate banner with its traffic-build- Come 1) and SEE 


ing message will attract shooters to your gun dis- 
play... promote the sale of your Remington guns. Great GUNS 


Bit, by Remington! 











Sturdy, colorful 2-gun rack assembles in 
seconds... built to fit any Remington gun 
featured in your fall sales push. 





a ee ly 


FREE ‘Pouonlliged NAMEPLATE! 








“ 
EEO 


RIFLE 





olden” ia 
22° Tae) se Kemington, nylon (846) 


Handsome banner announces year’s hottest promo- 

| " , tion... tells how customers who buy a Nylon 66 auto- 

EXCLUSIVE | Lc loading 22 can have their full name on a free name 
Mopiwing | | Ask for FREE target : plate to be attached to the stock. 


ee 
Colorful counter-display piece has three- | . Quantity of post cards for mail- 
dimensional replica of Remington ‘“Hi-  @—| Ing or counter use will spread 
Speed”’ 22 cartridge with ‘‘golden”’ bullet =“ =| the great shooting advantages 
in colored plastic. Holds 75 free targets— ==" ..| Of Remington’s new Premium 
a great way to boost 22 sales. _..<.¥ “| Grade plastic shotgun shells. 


SUE HANDSOME 3-DIMENSIONAL 
Pyaviaoe PLAQUE TIES IN YOUR STORE 
WITH NATIONAL ADS 


Now you can cash in at store level on the solid-quality identification built by 
the eye-catching plaque that appears in Remington national advertising. Your 
store plaque is a full 12 by 8% inches. It’s of strong three-dimensional con- 
struction with brass coloring. The plaque design is also incorporated in handy 
counter mats and in window-display banners. 








Contact your Remington wholesaler for information about Remington's 5 big 
promotion kits, which include all materials described on this page and more. 
Get them working for you now to make 1961 another banner profit year! 


* Write today for the new sixteen-page —— <> 
Kemington, FR E E | Remington gun catalog...availablein g——-—~| “=a 
lt os quantity for use on yourcounter. Write: Advertising, —, ema, 

®16.u.5, eat. orf. hk aAnemcn 





Remington Arms Co., Inc., Bridgeport 2, Conn. 


Remington Arms Company, Inc., Bridgeport 2, Conn. In Canada, Remington Arms of Canada Limited, 36 Queen Elizabeth Bivd., Toronto, Ont. 
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Booke 


for a dealer's library 





“Kirsch Guide to Window 
Beauty” is bigger and more com- 
prehensive than previous editions, 
this thick booklet is full of basic 
product knowledge training aids. 
The second value is that dealers 
can pick up a 32 percent markup 
on the books as a resale item. 
Dealer imprinting service is avail- 
able on quantity orders, for use as 
a handout or consumer mailer. The 
book has tips on color, fabric facts, 
and illustrated instructions on how 
to make curtains. Many decorating 
problems and applications of as- 
On non-returnable sorted drapery hardware are cov- 

wood reels ered in depth. A free sample of 
booklet is available from Kirsch 
Co., Dept. KD, Sturgis, Mich. Reg- 
ular price: 25¢ each, with quantity 
V check size, type, voltage and quantity at a glance discounts offered to dealers. Pages: 


Vv reduce handling and stocking time w. 


“Building Growth - Mindedness 
DIAMOND PORTABLE CORDS Into Your Business” is a pam- 


phlet of interest to dealers who 
e * * > 
and the new Q.1.D. Labels Porta-Pak Packaging have sustained growth in mind. 


“Why grow?” and “Planning for 
In stock or on the sales floor youcan you time and money in quick sales : th” vl “g thod f 
pick your portable cord fast with and error-free assembly of orders. ettee ag arsed eas — — ’ . 
Q.1.D. (Quick Identity Diamond) The wire remains clean, and the new achieving growth” are sub-titles 
labels. Type, size, voltage and _Porta-Pak packaging is equally con- that outline the content of this 
quantity are so plain you get positive venient for stocking, handling and _ brochure. This interesting and in- 
identification at only a glance. Saves _ transporting. | formative material also includes a 


Q. |. D. labels and Porta-Paks cover the complete line of Diamond portable cords bibliography of books available to 
including Red-D-Prene, Black Diamond and Signal Yellow ... which are also color coded. management on this subject. Avail- 


Type > S sO SJ $JO ST sJT | Sv IsvO able free from the Small Business 
Two 250° Administration, Washington 25, 
Porta-Paks| 18/2-3 18/2-3 ie ine 18/2-3 ea D. C., or any SBA field office. Re- 
meme 16/2 16/2 14/3-2| 14/2 |'¢/2 14/2-3 quest Management Aids, No. 125. 
Four 250” | Hehe 
Porta-Paks 18/2-3 | 18/2-3 18/2-3 ‘“‘Check Smart, Know Your 


aeecag: 16/2 16/2 16/2 Checks’’ is a liberal education in 


18/4, 16/3-4|18/4, 16/3-4 tae OT the art of handling checks through 
250’ Coils |14/2-3-4 14/2-3-4 all phases of business without in- 
in cartons 12/2-3-4 curring losses. This little book 
10/2-3-4 

250’ Nea ————_ —+—— tells dealers, through word, car- 
Returnable toons, and other illustrations, all 
wood reels the tricks of modern frauds. The 
canny ways of stealing, hiking, 
rr E A sg @) a | rr and manipulating checks are re- 
vealed. Available from Business 


WIRE and CABLE Company Protective Assn., 617 S.W. 31st 


Sycamore, Illinois St., Oklahoma City 9, Okla. Pages: 
WAREHOUSES: Pittsburgh « Cleveland « Minneapolis « Denver « Dallas «Atlanta 50. Price: $1 


On spools in single cartons, 
and 2 or 4 Porta-Paks 





Coils in cartons 


























14/4 
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HARDWARE AGE 


DQ) Your Chub 


FRANK A. GROOSS re- 
cently began his fiftieth 
year of service to the 
hardware’ industry, all 
with Champion DeArment 
Tool Co., Meadville, Pa. 
Mr. Grooss started with 
the firm when it made only 
horseshoer’s equipment 
and blacksmiths’ tools. As 
a salesman calling on 
heavy hardware wholesal- 
ers, his territory com- 
prised 14 Midwestern 
states. As the firm’s line changed through the 
years Mr. Grooss’ efforts were concentrated on the 
firm’s line of pliers. At 73, Mr. Grooss still calls 
on his many accounts in the wholesale trade 
where he is known to many as Mr. Channellock. 


Mr. Grooss’ hobby is just plain work. 


PATRICK T. GIBBONS 
began his hardware ca- 
reer as an errand boy and 
city pick-up buyer with 
McVoy-Wessling Whole- 
sale Hardware Co., Chi- 
cago, in 1910. In 1912 he 
moved to Hibbard, Spen- 
cer, Bartlett & Co., Chi- 
cago wholesaler, as order 
picker. That same year 
Mr. Gibbons became a 
stockman-office clerk with 
the Stanley Works of Illi- 
nois, at its Chicago office and warehouse. In 
1916 he was promoted to office manager and corre- 
spondent, and in 1919 became Stanley’s sales rep- 
resentative in the Middle West. Mr. Gibbons 
worked this territory until he became Southwest 
regional manager in 1955, the position he now 
holds. Mr. Gibbons is a Fourth Degree member 
of the Knights of Columbus, Serra International, 
American Legion, Hardware Golf Assn., Mid- 
America Builders Hardware Club, and Heart of 
America Hardware Club. Mr. Gibbons served in 
the U. 8S. Naval Reserve from June 1918 to August 
1919. Mr. Gibbons’ hobby is golf. 


UNION 
CARBIDE 


UNION 
CARBIDE 
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CITY/STATE 
Riess aia Bae TORS ie 





ONE-PIECE NON- 
PINCH HANDLE 


VISE 


HARDENED STEEL 
JAW INSERTS 


FEATURES 


HARDENED STEEL 
CUT-OFF TOOL 








GLEAMING 
RED FINISH 


SWIVEL BASE 


PIPE JAWS 


THAT 





STEEL CHANNEL SLIDE 
PROTECTS SCREW 


BUILD PROFITS 


Well-made, well-finished Simplex 
vises bring you higher profits be- 
cause your customers see value. 
All 5 vises in the line feature 
quality for fast turnover. Attrac- 
tive. discount schedule. Get top 
profits by selling the best. 


| : | 


Desmond-Stephan Mig. Co. 
Urbana, Ohio 
CES EE RE aS 
Want more facts? Circle 150, p. 57 
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Convention Calendar 





conventions 


shows 


conferences 








Co., Fall 
Amarillo 


Amarillo Hardware 
Merch@ndise Market 
Texas. 

Oklahoma Hardware Co., Fall 
Market, Oklahoma City, Okla. 
Fishing Tackle Trade Show, 
Chicago. 

Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting & 
Merchandise Show, Dallas, Texas. 
Allison- Erwin Co., Fall Hard- 
ware-Housewares Show, Char- 
lotte, N. C. 


September 


3-5 Stratton & Terstegge Co. 
Dealer Show, Louisville, Ky. 
Beck & Gregg Hardware Co.., 
Fall Merchandise Market, At- 
lanta, Ga. 
Florida Hardware Co., 
House & Merchandise 
Jacksonville, Fla. 
Bigelow & Dowse Co., Silver 
Anniversary Dealer Show, Need- 
ham Heights, Mass. 
Franklin Hardware & Supply 
Co., Annual Convention & Mer- 
chandise Fair, Warrington, Pa. 
North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 
23-24 Conron Inc. Dealer Show, 
Danville, Ill. 
25 Franklin Hardware 


Fall 
3-6 


13-14 Open 


Show 
17-18 


17-18 


19-20 


& Supply 





Convention Check List 


For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 





Co., Annual Stockholders’ Meet- 
ing, Warrington, Pa. 


October 
2-6 


Nationa! 
cago. 


Nationa! 


Hardware Show, Chi- 


15-18 Builders’ Hardware 
Convention, Miami Beach, Fla. 
Eastern Lawn, Garden & Allied 
Products Trade Show, New York 
N. Y. 
Atlantic City Convention of 
American Hardware Manufac- 
turer's Assn. — National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Meta! Distribu- 
tors. 
L. J. Kingsley Co., Inc., Deater 
Show, Johnson City, N. Y. 
Hardwore Wholesalers Inc.., 
Annual Convention, Merchan- 
dise Show and Stockholders’ 
Meeting, Fort Wayne, Ind. 
30to Cotter & Co., Semi-Annual 
Nov 10 Convention, Spring Goods & 
Fishing Tackle Show, Chicago. 
31 to M.S. Young & Co., Fall Hard- 
Nov I wore Show & Pro Dealer Con- 
vention, Allentown, Pa. 


20-22 


22-25 


November 
18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 


nual Convention & Trade Show. 
Detroit. 








National Events 


Atlantic City Convention of 
American Hardware Manufactur- 
ers’ Assn. — National Wholesale 
Hardware Assn.—National Assn. of 
Sheet Metal Distributors, Oct. 
22-25, Atlantic City, N. J. Head- 
quarters: Dennis and Shelburne 
Hotels. Arthur L. Faubel, AHMA 
secretary, 342 Madison Ave., New 
York 17. Thomas A Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 


the 


Fishing Tackle Trade Show, Aug. 20- 
23, at Hotel Sherman, Chicago. 
Sponsored by Associated Fishing 
Tackle Mfrs., 20 N. Wacker Drive, 
Chicago. A. J. Boehm, executive 
secretary. 


National Builders’ Hardware Conven- 
tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fontainebleau Ho- 
tel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell. managing director, 515 
Madison Ave., New York, and 
American Society of Architectural 
Hardware Consultants, George P. 
Merrill, executive secretary, 220 
“E” St., Santa Rosa, Calif. 


National Hardware Show, Oct. 2-6, at 
McCormick Place, Chicago. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, managing 
director. 


Retail Paint & Wallpaper Distribu- 
tors of America, Inc. Annual Con- 
vention and Trade Show, Nov. 18- 
20, at Cobo Hall, Detroit. 


Regional—State 


Walter H. Allen Co., Inc., Dallas, 
Texas, Annual Stockholders’ Meet- 
ing and Merchandise Show, Aug. 
28-29, at Baker Hotel, Dallas, 
Texas. 


Allison-Erwin Co., Fall Hardware- 
Housewares Show, Aug. 29-31, at 
company offices, 2920 N. Tryon St., 
Charlotte, N. C. 


Amarillo Hardware Co., Amarillo, 
Texas, Fall Merchandise Market, 
Aug. 13-14, at Commercial Exhib- 
its Bldg., Tri-State Fair Grounds, 
Amarillo, Texas. 


Beck & Gregg Hardware Co., At- 








steele bebe best thd 


D2 RRGBSOPNE. on ee 


HANDI-GARD 
COLORED ALUMINUM 
COATING 

OPENS NEW MARKET 


“Everybody likes our new colored Handi-Gard” 
W. E. Painter, Sales Manager, The Gibson-Homans Co., Cleveland 6, Ohio 


“Our new Handi-Gard Colored Aluminum Coating has been one of 
the most successful of our famous ‘Handi-Family’ line,” states Mr. 
Painter, Gibson-Homans sales manager. “Our jobbers say it has 
opened a new market for paint. Now both industrial users and home- 
owners can decorate roofs and other exterior surfaces.”’ 

Mr. Painter bears out reports we’ve received from paint manufac- 
turers, dealers and jobbers everywhere. Sales of colored aluminum 
coatings have made paint merchandising history this year. Good coat- 
ings like Handi-Gard are made with ALCoA® Pigments and supported 
by ALcoa’s national advertising program. 

Applications abound: on roofs of asphalt shingle, composition, tar 
paper, slate, tile, metal—on side surfaces of brick, stucco, metal, con- 
crete and cinder block. 


V ALCOA ALUMINUM 


PIGMENTS, PASTES AND POWDERS 


For exciting drama watch ‘‘Alcoa Presents’’ every Tuesday Evening ABC-TV 


If you’re not stocking colored aluminum paint, call 
your jobber today and feature it in your store. It’s big 
business. No time to lose. 

ALCOA does not make colored cluminum coatings, 
but we will be happy to refer you to reputable manufac- 
turers who do. Please send the coupon for our booklets. 
They contain valuable information to help you sell. 


Aluminum Company of America 
1755-U Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 


[] Painting With Aluminum in Color 
'-] Aluminum Roof Coatings Make Time Stand Still 


Name _ 
Company. 
Address 
City _ 


Zone__—_ 


Want more facts? Circle 151, p. 57 
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Convention Calendar 











(Continued ) 


lanta, Ga. Fall Merchandise Mar- 
ket, Sept. 3-6, at Atlanta Biltmore 
Hotel, Atlanta, Ga. 


Bigelow & Dowse Co., Silver Anni- 
versary Dealer Show, Sept. 17-18, 
at company offices, Needham 
Heights, Mass. 


Conron, Inc., Dealer Show, Sept. 23- 
24, at company offices, 309 E. Van 
Buren St., Danville, Ill. 


BEST SINK MATS Bei af “ Cotter & Co., Semi-Annual Conven- 


a : tion, Spring Goods & Fishing Tackle 
for Value and Service | | , te eae Show, Oct. 30 to Nov. 10, at com- 


; for twin ‘ 
For lasting protection of china, crystal and sink Size pond nagaa 2740 N. Clybourn Ave., 


sink, these “super-soft” Lustro-ware Sink a 

Mats are unequalled. Colors stay clean and OP SAS SD... OG Eastern Lawn, Garden, & Allied 
fresh . . . GUARANTEED not to get Porn hte is Pry SINK DIVIDER MAT .. 98¢ Products Trade Show, Oct. 20-22, at 
gummy. Choice of popular colors f = = 8 a <a VINYL SINK STOPPER Coliseum, New York, N. ¥. Frank 
and white . . . point-of-sale a A lee —— Fie matching eaters, poly ben ond Yeager, Suite 1103, 331 Madison 
packaged for impulse sales. Order gales header only ROR ee Seen, NE 
from your supplier along with 200 3 
other fast-turnover staples. Gals who care 

shop for nationally advertised Lustro-ware. 


Florida Hardware Co., Open House & 
Merchandise Show, Sept. 13-14, at 
company offices, 436 Cassat Ave., 


COLUMBUS PLASTIC PROD., INC., Columbus, Ohio x To : Jacksonville, Fla. 


Sales offices in principal cities of U.S.A. and Canada FP Gucremoed by ™ 
Good Rouschooping . : : 4 ’ 
Guaranteed by WORLD'S LARGEST Sr... .onso we manufacturer of Plastic Housewares Franklin Hardware & Supply Co., 


Annual Convention & Merchandis- 
ing Fair, Sept. 17-18, at company 
offices, 863 Easton Rd., Warrington, 
DOUBLE YOUR SALES... Pa. Annual Stockholders’ Meeting 


will be held Sept. 25, at the War- 
povere — PROFIT rington Country Club, Warrington, 


Pa. 


Di I Ss Dp og as “a Hardware Wholesalers, Inc., Annual 


Convention, Merchandise Show and 

Stockholders’ Meeting, Oct. 29-31, 
' at company offices, Nelson Rd., Fort 
Wayne, Ind. 


L. J. Kingsley Co., Inc., Binghamton, 


ai MOUSE TRAPS N. Y., Dealer Show, Oct. 29-30, at 


Endicott Johnson Recreation Bldg., 


’ F i ' Yity. N. Y. 
Te) Pacs . Main St., Johnson City Y 
Victor Twin-Pac - 


{also for Holdfast Traps) a | oo a | North Dakota Retail Hardware Assn. 
is Convention, Sept. 19-20, Fargo, 
There’ll be no more “one-trap-at-a-time” sales N. D. Sessions & Exhibits at New 
= ney display ges mouse eee. wg nme Civic Memorial Auditorium. John 
ressed-up”’ to sell, these eye-appealing Victor 1 y 
pacs actually sell themselves fe sree Fad on a oA: aE: Fa, 
the counter or hung from a rack. All pacs are pre- na Ah 
priced, carry baiting and setting instructions. 
Victor mouse traps in pacs are a winning Oklahoma Hardware Co., Fall Mar- 


combination . . . top quality product, well-known ket, Aug. 20-21, at Huckins Hotel, 


Victor 4-Pac brand name, “attractive package and a big Oklahoma City, Okla. 
(also for profit margin! 


Holdfast Traps) 
» Order Victor mouse and rat traps Stratton & Terstegge Co., Fall 


from your wholesaler, today! Dealer Show, Sept. 3-5, at com- 


pany’s main office building, 16th & 
ANIMAL TRAP COMPANY Main Sts., Louisville, Ky. 


OF AMERICA 


Lititz, Pa. © Pascagoula, Miss. M. S. Young & Co., Fall Hardware 
Niagara Falis, Ont. Show & Pro Dealer Convention, 
ee Oct. 31 to Nov. 1, at company 


Victor 2-Pac : 2-Pac Card offices, 740 Hamilton St., Allentown, 
!glso for Holdfast Traps) Pa 


Want more facts? Circle 153, p. 57 
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Have More Features for Easier 
Sales 
Take Least Counter Space 


Self-Selling Packaging See Your Jobber or 


Write for Literature 


CHAS. 0. LARSON Co. Sterling 


_Waat more tacts? Circle 154, p. 57 
APPROVED CONTAINER for CARRYING GASOLINE 


also naphtha, varsol, kerosene, solvents, inks, acids, drugs, heavy detergents, water, etc. 


NEW (coplerene 


JERRY JUG 


Equipped with cap,pouring spout with cap(measuring cup) | 
LIGHTWEIGHT « UNBREAKABLE « NON-CORROSIVE IDEAL 
3 COLORS: RED, YELLOW, WHITE (1 color per carton; | ALL-PURPOSE 
special colors available by contract) CONTAINER FOR 
SUGGESTED RETAIL PRICES: ie ae 
(capacity (capacity ’ 
1 Gal. “Sa3 $2"? | 23 Gab. Sia ¥$3% | 


BOATS,. CAMPS, 
12 units per carton — 


WORKSHOPS, 
shipping weight 15 Ibs. 





12 units per carton — 


shipping weight 26.5 Ibs. | PAINT SHOPS, 


GASOLINE STATIONS, 
Your net price includes delivery on minimum 


orders of 150 Ibs. assorted. : 


INDUSTRIES 
Order today or get additional information 
from exclusive manufacturer in the U. § 


DILLON-BECK MANUFACTURING CO. 
1227 CENTRAL AVE., HILLSIDE, N. J. 
Want more facts? Circle 155, p. 57 


IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses... is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more facts? Circle 156, p. 57 











or 


: “og 2a 
-_—- or ee 
: a 9 oH 


~ Custom Quality 
WEBS Produced! 


a -—_ Ne AIR oer mane 
AR ee 


One source for every 
planning - fixturing - 
merchandising need! 


REFLECTOR HARDWARE CORP., Dept. HA-8 


¢ Typical Spacemaster “‘profit planned” sporting goods wall section. This set- 
up illustrates a coordinated merchandise arrangement for mass display of 
allied products in an impulse promoting “‘buying atmosphere”’. 

eWe can handle everything from a single fixture to a department, a floor 
— or an entire store full of fixtures! 

* Free — professional Store Planning and Visual Merchandising services. 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE, 

AND SHOWROOM: AND SHOWROOM: SHOWROOM AND WAREHOUSE: 
225 W. 34th ST. 1400 N. 25th AVE. 511 W. OLYMPIC BLVD. 

NEW YORK Il, N.Y. MELROSE PARK, ILL. LOS ANGELES 15, CALIF. 


Want more facts? Circle 157, p. 57 


1400 North 25th Ave., Melrose Park, Ill. 


Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS 





Position 





Firm Name 





Addrace 








City Zone State 
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No revise 


EDITION 
now ready! 





HARDWARE AGE 


BUILDERS’ 
HARDWARE HANDBOOK 


By Adon H. Brownell, A.H.C. 





This all-inclusive volume covers base metals, finishes, ALL NEW FEATURES 


hinge requirements, lock functions, exit devices, door 
closing devices, lock security and keying, hardware 
installation, special type hardware for specific types 
of buildings, and safety precautions. Operating 
costs, financing, marking goods, other information 
necessary for efficient management. A complete 
glossary of builders’ hardware terms is also 
included. 


1. New products and developments 
(all obsolete items deleted) 


2. New American standard specifications 
3. Anchor reinforcement hinges 

4. Automatic door openers 

5. Automatic door bolts 


6. Streamlined and concealed-in-head door 
closers 


7. New type roller door stops 


VA ” 
274 pages, 8/2” x 11 only $8.00 8. Bi-fold and folding panel doors 


385 illustrations clothbound 


CHILTON CO. + BOOK DIV., Dept. HAT 
56th & Chestnut Streets 
WRITTEN BY AN EXPERT Philadelphia 39, Penna. 


WITH 45 YEARS’ EXPERIENCE Please send me copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of the 
IN BUYING, SELLING invoice in the amount of $8.00 per copy, plus 45 cents handling and postage. 
AND MANUFACTURING SRE eI II DN, 2 oe FE aI A Ie ES LCT ES ORS SPE er a 
BUILDERS’ Address..... 
HARDWARE | Re BS sid ede oiilinlissaleusocslsksbbecocnimesilaial SEER ser NE | RE TE EE CS Sir aetee 


Check here if sending payment with order, saving you the 45 cents handling and postage 
charge. 


snthineinaintintinuindinintiamendnanenamnenl 
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How's the Hardware Business? 





special center suggested to dealers 
to dramatize stainless steel lines 


A suggested stainless steel center built around a floor and a column fixture, 


part of the Store Planning Guide kit. 


The idea of a separate shop, or 
store-within-a-store, to dramatize 
and to create enthusiasm and ex- 
citement about a line has_ been 
accepted in recent years by many 
dealers. 

Now comes an idea to dramatize 
stainless steel merchandise in your 
store by setting up special shops, 
or centers. The idea comes from 
the Committee of Stainless Steel 
Producers of the American Iron 
& Steel Institute, New York. 

The idea is set up for dealer 
use in a Store Planning Guide. 
The guide, cost $1, is a complete 
planning and construction kit. The 
kits show dealers how to set up a 
dramatized stainless steel display 
for a single counter or a complete 
shop. It contains floor plans, de- 
tailed construction drawings for 
original display fixtures with built- 
in lighting and also suspended 
ceiling. 

The kit also offers sample chips 
of color for proper finishing, sign 


and lighting specifications, etc. It 
is suggested that dealers can build 
their own units or farm out the 
work. 

What would be sold in a stain- 
less steel shop? 

Dealers can check their inven- 
tories for key items: cooking 
utensils such as pots ’n pans; long 
handled tools; gadgets; flatware; 
shelf hardware; giftware; hand 
tools; and the many other items 
of stainless steel found now in 
most stores. 

Will the idea of a stainless steel 
shop boost sales? 

Some larger stores have been 
testing the idea of a shop. All 
such test stores report sales gains 
in most items in the grouping. 
One such store claims increases as 
high as 150 percent the stainless 
steel group reports. 

The Store Planning Guide is 
phase two of the Stainless Steel- 
mark promotion which has been 


receiving wide reaction for more 
than a year. The Steelmark point- 
of-purchase materials and logo are 
tied in wherever stainless steel 
shops are being tested. 


6-point program to spur 
selling of snow removers 


A campaign to get snow remov- 
ers off to an early, fast start this 
winter is offered dealers by Toro 
Manufacturing Co. 

The company’s single product 
sales package includes this 6-point 
program: 

A $10 pre-season savings to cus- 
tomers. 

Large ad allowance with no co- 
op required. 

A dealer stock order bonus that 
protects the dealer against capital 
tie-up in inventory at the end of 
the selling season. 

Full profit margins for dealers 
and distributors. 

Colorful, hard-hitting sales lit- 
erature and display material. 

Jan. 10, 1962, dating to allow 
dealers to get well into the selling 
season before payment is due. 


Industrial brush booklet 
illustrates brush types 


A booklet with 14 pages of il- 
lustrations and standard names for 
industrial brushes and parts has 
been issued by the American 
Brush Mfrs. Assn., Philadelphia. 

The booklet is to reduce misun- 
derstanding between users and 
producers of industrial brushes by 
clearly defining terms used in brush 
specifications. 

Copies of Standard Nomencla- 
ture for Construction of Industrial 
Brushing Tools are available from 
the American Brush Mfrs. Assn., 
1900 Arch St., Philadelphia 3, Pa. 


industrial hardware sales 
down 2 percent in June 


Sales by industrial distributors 
for June were off 2 percent over 
June, 1960. Sales for the first half 
of 1961 were off 11.6 percent. The 
figures are from the National 
Industrial Distributors’ Assn. 

Accounts receivable as of June 
30 were down 4.8 percent against a 
year ago. Inventory June 30 was 
down 10.2 percent over June 30, 
1960. 
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Bluettes.... 

For More Dollar Profit 
Than Any Other 
Household Glove 


Every pair of Bluettes you sell puts 
59¢ profit in your pocket. No other 
household glove brand makes that 
much money for you on every sale. 
And talk about turnover. You 
haven't seen anything until you see 
what this attractive new ‘‘Billboard”’ 
Style package does for Bluettes 
turnover in your store. Restock To- 
day. Display Bluettes and Prove It 
To Yourself! 


The PIONEER Rubber Company 
108 Tiffin Road ° Willard, Ohio 
Want more facts? Circle 156, p. 57 
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14 wholesalers will use 
Pro’s Fall sale circular 


Fourteen wholesalers will distrib- 
ute this 8-page Super Bargain Sale 
circular by Pro Hardware, Inc., 
Larchmont, N. Y. 

The circular features some 68 
best-selling Fall items, selected to 
appeal to every member of the 
household. National brands as well 
as Pro’s private brands are fea- 
tured. These include flashlight bat- 
teries, power tools, spray paint, etc. 

Wholesalers using the mailer are: 
Allison-Erwin Co., Charlotte, N. C.; 
Decatur & Hopkins Co., Boston, 
Mass.; Charles Ilfeld Co., Albu- 
quergue, N. M.; Knapp & Spencer 


? 








Co., Sioux City, lowa; May Hard- 
ware Co., Washington, D. C.; I. W. 
Phillips & Co., Tampa; Rose, Kim- 
ball & Baxter, Inc., Elmira, N. Y.; 
P. A. & S. Small Co., Inc., York, 

a.; Standard Wholesale Hardware 
Co., Chicago; Stratton - Warren 
Hardware Co., Memphis; Strevell- 
Paterson Hardware Co., Salt Lake 
City; W. A. L. Thompson Hard- 
ware Co., Topeka; Whitlock Corp., 
Yonkers, N. Y.; and M. S. Young 
& Co., Allentown, Pa. 


Belknap Hardware issues 
8-page shoppers circular 


Belknap Hardware & Mfg. Co., 
Louisville, has an 8-page, 4-color 
Fall Shoppers Sale circular for its 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ 





Use 





erate (ey by 


LAs Ae 


dealers for August and September 
promotion. It will be distributed 
to more than 2 million families. 

The circular features about 125 
Fall items in a wide range of 
merchandise and prices. Four cou- 
pon specials are included as well 
as other low-priced traffic building 
items. 

A display kit for in-store pro- 
motion is included with the cir- 
cular. It contains colorful display 
banners, special price cards, and 
newspaper ad mats. 


Three Eastern wholesalers 
offer 8-page Fall mailer 


Autumn Specials in hardware, 
housewares and tools highlight this 
Fall circular offered by _ three 





Eastern wholesalers: L. J. Kings- 
ley Co., Binghamton, N. Y., H. C. 
Prutzman Co., Altoona, Pa., and 
C. Y. Schelly & Bro., Inc., Allen- 
town, Pa. 

The circular is an 8-page tabloid 
size mailer, printed in color. It 
contains some 72 merchandise items 
and six coupon specials. Spacé for 
dealer imprint is provided on front 
cover. 

A 75-piece store trim kit is also 
available with the promotion. 


Manufacturers expand, 
move to new facilities 


Hahn, Inc., Evansville, Ind.—is 
adding 42,500 sq ft to its present 
plant to manufacture products of 
recently - acquired Eclipse Lawn 
Mower Co., Prophetstown, III. 

Grote Mfg. Co., Madison, Ind.— 
has opened two new Illlinois ware- 
houses in Downers Grove and Ber- 
wyn to service the Chicago area, 
and a warehouse in Atlanta, Ga., to 
service the southwest. Grote’s 
Cabinet Div. has also been expand- 
ed, the second time in 16 months. 


Bissell, Inc., Grand Rapids, 
Mich., has started operations at a 
new branch plant at Niagara Falls, 
Canada. 


Tait Mfg. Co., Dayton, Ohio, is 
expanding its facilities to include 
00 percent more floor space. It’s 
the second addition in two years. 

Wen Products, Inc., Chicago, is 
constructing a second 6000 sq ft 
addition to its present plant. The 
addition, the second in two years, 
brings the plant size to 30,000 sq ft. 

True Temper Corp., Cleveland, 
Ohio—has begun construction of a 
new facility in Anderson, S. C., to 
manufacture True Temper, Ocean 
City and Montague lines of tackle. 

Gulton Industries, Inc., Metu- 
chen, N. J.—has built a 40,000 sq 
ft plant to replace Alkeline Battery 
Division facilities at Lodi, N. J. 

Barrett Sales & Mfg. Co., Chi- 
cago—has moved to a new modern 
office and manufacturing plant at 
4200 W. Victoria St., Chicago. 

Olin Mathieson Chemical Corp., 
New York City, announces the 
opening of its packaging division’s 
corrugated container plant. The 
one-story building is in St. Louis 
and has 38,000 sq ft. 














GOSTS LESS 
THAN IMPORTS 


AND GUARANTEED BETTER 


. . . because they’re precision made, hardened and tempered 
throughout, under rigid atmospheric and electronic control. 
Upland engineered-automation entirely offsets low Japanese 


and European starvation wages. 


. .. assures you lowest price plus highest uniform quality, and 
full employment for American workers. 
Say “NO” to imports and “YES” to “UPLAND”. 


Make Upland your headquarters for pliers, hex keys and 


wrench sets. Call your jobber today. 


New improved 614” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pcs. to 18 
pes., packaged in plastic and 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW! Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG #11 





SE he, 








INDUSTRIES 





HAE-uI 1260 UPLAND INDUSTRIES, INC., UPLAND (Suburb of Chester) PA. 
Want more facts? Circle 159, p. 57 
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BIGGEST rrr PROFIT 


ee : Steeighnend Bent 
Crankshafts in most verticar 


SHAFT ENGINES IN MINUTES / 


WITHOUT DISMANTLING ENGINE you can 
he nn bent crankshefts to operating tolerances in 
just four easy steps. Little Brute works on Briggs, 
Clinton, Lauson — nearly every vertical shaft 
4-cycle engine made. Optional adaptor fits 
meny popular Clinton Q-cycle engines, too! 
There's no need to fear stripping threads with 
Meee the Little Brute. Both Pressure Screw and 
Seme Threaded Sleeve are hardened for ionger life. 
ee Exclusive Pressure Lug at point of greatest 
stress prevents damage to sump and bearing. 
Shipped completely assembled and ready 

to use. 





GET LITTLE BRUTE 
the original all- steel 
precision crank- 
shaft straightener 
into your shop 
right away-you 

can regain the 
low $34.95 


= price of the 
ff Little Brute on 
first four jobs... 


oe still save money for 
your customers. 
SEE YOU 
CRTRIBUTOR 
OR WRITE FOR 
LITERATURE 


"> LITTLE BRUTE COMPANY 
HOpkins 5-5161 317 E. First Street 
MONTICELLO, IOWA 


Want more facts? Circle 160, p. 57 











New Merchandising Ideas 
Looking for more profits, 
better salesmanship? Hun- 
dreds of dealers have used 
this Hardware Age reprint as 
a source of ideas for sales 
training meetings, etc. 


More Sports’ Sales, 25¢ ea. 


How you can increase profit in 
your sporting goods section is out- 
lined in this 32-page Sporting 
Goods Merchandising Guide. Po- 
tential is analyzed, ad ideas de- 
scribed, display improvements sug- 
gested, basic stocks are listed. 


order coples from 
Readers’ Service Dept. 


HARDWARE AGE 


Chestnut & Séth Sts.. Phila. 39, Pa. 


Cash must accompany order 
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Promotions 





Manufacturers’ New Promotion Plans 


Bernz offers dealers 
three torch promotions 


A Triple Play torch promotion 
by Otto Bernz Co., Rochester, 
N. Y., will be backed by ads in 
Saturday Evening Post, Popular 
Mechanics, Popular Science, and 
the Christmas issue of Readers’ 
Digest. 

Play No. 1 (TX-10W9) promotes 
the TX-10 torch with extra fuel 
cylinder. Six-pack sells to dealers 
at $29.94. 

Play No. 2 (TX-5100) offers 
three torches in the $6.95-$9.95 
range, TX-10W9 package with ex- 
tra cylinder, TX-888 and TX-25 
metal box kit. Pack includes two 
free fuel cylinders and costs deal- 
ers $35.18. 

Play No. 3 (TX-5200) features 
TX-25 metal box torch kit with 
three fuel cylinders. Six-pack costs 
dealers $39.90. 


Revere fall promotion 


emphasizes gift theme 


Revere Copper & Brass, Inc., will 
help dealers promote Revere Ware 


as gift items with three consumer 
ads. 


Ads will be run in the October 


_and December issues of American 
| Home, 
| Parents’. 
_ appear in Better Homes & Gardens, 
Living and Sunset. 
| also includes ads in Modern Bride 
| and in the winter issue of Bride’s 
| Magazine. 


Good Housekeeping and 
In November, ads will 


The schedule 


GE will promote bulbs 
with cartoon character 


General Electric Co., Cleveland, 


_ Ohio, will use the cartoon character 
_Mister Magoo to promote light 
| bulbs this fall. 


More than 100 TV commercials 


_ will be seen in each of 135 market 
| areas during a 4-week period from 


Oct. 2 to Oct. 30. 

Full-page ads, printed on eye- 
catching pink paper, will appear in 
the October issue of McCall’s and 


in the Oct. 14 issue of Saturday 
Evening Post. A black and white 
ad is scheduled for the Oct. 6 issue 
of Life. 


Bissell offers premium 
with rug shampoo kits 


Bissell, Inc., Grand Rapids, 
Mich., is offering a consumer spe- 
cial of a free applicator for remov- 
ing spots from rugs and carpets 
with purchase of a half-gallon or 
galion size container of Bissell Rug 
Shampoo. 

The promotion runs_ through 
Oct. 30. It will be supported with a 
full-page ad in the Oct. 7 issue of 
Saturday Evening Post. 


Burgess to use color ads 
promoting insect fogger 


Two-color newspaper ads in key 
market areas are being used by 
Burgess Vibrocrafters, Inc., Grays- 
lake, Ill., to promote the BVI insect 
fogger. Ads in shelter magazines 
will also be used to promote the 
new unit. 


Christmas toy contest 
has tie-in for dealers 


An angle to create store traffic 
is being used in the Billy and Ruth 
Book for the 1961 Christmas toy 
season. 

Contest entry blanks will be 
available at dealers distributing 
the Billy and Ruth Book. Every 
child who goes to a dealer for an 
entry blank, rather than using the 
one printed in the book, will re- 
ceive two bicycle flags, a 50-star 
and a Confederate flag. 

The dealer kit includes the con- 
test entry blanks, personally ad- 
dressed letter from Santa, toy buy- 
ing guides, and Billy and Ruth 
Club cards. 

The contest includes awards to 
children, and an award for the 
school attended by the first prize 
winner. 





Toro adds 800 dealers 
to service network 


Some 800 new authorized service 
dealers are being added by Toro 
Manufacturing Co., Minneapolis 
manufacturer, to its dealer network 
to meet the demand for power 
mower servicing. 

“About 19 million mowers are 
now in use, many up to 1l years 
old,” announced Robert W. Gibson. 
“Our surveys indicate the average 
home owner spends $8.35 per year 
on service and parts. Every ma- 
chine requires periodic service and 
most will require parts.” 

Toro has a three-part service 
promotion: fall-winter, post-season 
repairs; spring, pre-mowing tune- 
up service; summer, quick in-sea- 
son repairs. Toro also is preparing 
a parts kit for rotary mowers, and 
another for reel mowers and the 
company’s Power Handle. 


Wood Shovel line to use 
a new brand marking 


Beginning this fall the complete 
line of farm, lawn, and garden 
hand tools, wheelbarrows, and in- 
dustrial hand tools of Wood Shovel 
& Tool Co., Piqua, Ohio, will carry 
a new brand marking. 

The name Wood will appear in 
blue with a large outline ‘“W” 


i -— oh oe 


behind it in red. The new brand 
was selected after consultation with 
a large industrial design firm and 
several art services. 

The firm’s Tru Blu brand goods 
will continue to be available and 
the brand will also be promoted 
until trade stocks are cleared. 


Mirra-Cote cuts prices 
of bathroom accessories 


Mirra-Cote Industries, El Se- 
gundo, Calif., has reduced prices 
on it metalized nylon Mirra-Cote 
line and plastic Color-Brite line of 
bathroom fixtures. Retail prices now 
start at 25¢. The move was made 
after a recent increase in sales vol- 
ume, the firm said. 








Free! 
Self-service 
Display 
Merchandisers 
from 


CAMPBELL 
CHAIN 

help you 
earn 

over 


100% 
MARK-UP! 


Merchandisers cost you nothing 

when you buy a chain assortment 
More sales through display —and every 
sale earns you more than 100% mark-up 
Complete chain department with 
either unit—in approximately 

one square foot of space 


Variety of assortments available. 


New display has these features: 

Load from front 

Handy bins for accessory items 
New chain cutter attached 
Handy chain-end holders 
Tilted to provide better display 
Suggested retail price sticker 


Interchangeable welded and weldless reels . 


Stand and cutter for light chain are free with purchase of various assortments 


GET INFORMATION FROM YOUR CAMPBELL WHOLESALER, OR WRITE DIRECT 


a ad ne 
» Soe 


gs 


- CAMPBELL 
CHAIN 
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HARDWARE AGE, August 10, 1961 © 95 








Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KkKKKKKS 








News About Dealers: Pehrson Moves Store: 
Hardware Stores Opened in Shopping Centers 





Salt Lake City — Pehrson 
Hardware & Appliance Co. 
has moved from 2102-11th 
East to 2115-1lth East with 
9,000 sq. ft of floor space. A 
patio entrance has been con- 
structed at the new store’s 
rear which also features off- 
street parking for some 500 
cars. Space in the new store 
has been leased to a record 
bar operator and a card and 
party shop. Refreshments and 
demonstrations marked the 
opening. Mr. Pehrson plans 
to open another store at Hor- 
man’s Shopping Center 4800 
South and Highland Drive 
next winter. 

Sarasota, Fla.—The Ken- 
Park Garden & Hardware 
Store was opened in Strath- 
more Shopping Center, Lock- 
wood Ridge Road south of 
17th St. 

Santa Ana, Calif.—Valley 
Center, Edinger & Verano 


St., on which construction 
has started, will include a 
hardware store. 


Burley, Idaho — Morgan 
Hardware in the Overland 
shopping center was opened 
with a _ six-day sale. The 
store contains 6,000 sq. ft of 
floor space. It is owned by 
Leslie V. Morgan, local busi- 
ness man for 20 years. Merry- 
go-round rides, free cones for 
youngsters, souvenirs and 
gift awards were features of 
the opening. 

Martins Ferry, Ohio—Mrs. 
Kathryn Monahan, former 
buyer and assistant manager 
of Ferry Hardware for 12 
years, has purchased the 
business. 


Oklahoma City, Oklahoma 
—Two partners have opened 
the BECKMAN-PAYNE HARD- 
WARE store at 1715 N. W. 
16th St. 





GENE A. KOTOUCH 


Kotouch Is Rubbermaid 


Divisional Manager 

Gene A. Kotouch has been 
named a divisional merchan- 
dising manager of Rubber- 
maid Inc., Wooster, Ohio. He 
Was an account executive 
for a Pittsburgh advertising 
agency. 

Mr. Kotouch is responsible 
for advertising and merchan- 
dising programs for the 
hardware wholesale trade, as 
well as some other classes of 
trade. 


E. H. Biemuller Jr. Is 
Named Sales Manager 


E. H. Biemuller Jr. has 
been named sales manager 
for the Wellsaw 400 Power 
Hand Saw Division, Wells 
Mfg. Corp., Three Rivers, 
Mich. He had been industrial 


E. H. BIEMULLER JR. 


sales manager and national 
accounts supervisor for Dis- 
ston Div., H. K. Porter Co., 
Inc. 


96 «© HARDWARE AGE, August 10, 1961 


P. W. Brown Elected 
North & Judd Officer 


North & Judd Mfg. Co., 
New Britain, Conn., has elect- 
ed Philip W. Brown, general 


PHILIP W. BROWN 


sales manager, a vice-presi- 
dent. He will continue to di- 
rect all North & Judd sales 
activities. 

Mr. Brown joined North & 
Judd in 1946 as a sales 
trainee. He was New York 
office salesman, resident man- 
ager of the Atlanta office, a 
divisional sales manager, and 
general sales manager. He 
is a director of Hook-Flex 
Canadian Limited of Mont- 
real, Canada, and of North & 
Judd Ltd. of England. 


Magna American Corp. 
Is Company's New Name 


Magna American Corp. is 
the new name of Magna 
Power Products Corp., Cin- 
cinnati manufacturer. Magna 
Power Products was organ- 
ized recently (HA, June 29, 
p. 105) when a Cincin- 
nati management-investment 
group bought Yuba Power 
Products. Technicalities de- 
veloped on use of the name, 
management announced, and 
now legal clearance has been 
obtained for the new name. 


M. R. Lustgarten Heads 
Sales For Colorite 


Colorite Plastics, Inc., Pat- 
erson, N. J., has named M. 
Robert Lustgarten vice-pres- 
ident in charge of sales. He 
had held a similar position 
with the Supplex Co., divi- 
sion of Amerace Corp., for 
more than 16 years. 


Heads Tape Sales Unit 


John M. Dennehy has been 
appointed product manager, 
electrical tape sales, Boston 
Woven Hose & Rubber Div., 
American Biltrite Rubber 
Co., Boston, Mass. He was a 
sales supervisor with Tech- 
nical Tape Co. 





Decatur & Hopkins Bays Bigelow & Dowse; 
Combining 2 New England Wholesale Firms 


Decatur & Hopkins Co. has 
taken over Bigelow & Dowse 
Co. Both companies are 
wholesalers in Boston, serv- 
ing the New England terri- 
tory. 

The change-over was made 
Aug. 1. The only change at 
this time is in the name, 
combined to Decatur Hopkins 
Bigelow Dowse. 

Meanwhile, both companies 
will operate with their own 
sales and management staffs, 
and their own offices and 
warehouses. 

Decatur & Hopkins has its 
offices and warehouse in Bos- 
ton at 93 Berkeley St. Bige- 
low & Dowse is in suburban 


Needham Heights, moving 
out from Boston to a new 
warehouse in 1955 (HA, Jan. 
6, 1955, p. 146). 

The Bigelow & Dowse 
dealer show will be held Sept. 
17-18 in Needham Heights as 
previously announced. 


G.E. Clock Dept. Adds 
Sale of Other Products 


The clock and timer de- 
partment of General Electric 
Co., Ashland, Mass., has 
taken over marketing and 
sales responsibilities for G.E. 
hair dryers, baby food warm- 
ers, vaporizers and heating 
pads. 
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ROBERT P. KRAMER 


R. P. Kramer Elected 
Graham Vice-President 


Robert P. Kramer has been 
elected vice-president of John 
H. Graham & Co., Inc., New 
York City. 

He joined the company in 
1952 as advertising and sales 
promotion manager. He was 
appointed general sales man- 
ager in 1958. 


Heller Hardware Moves 


Heller Hardware Co., 
builder’s hardware and sup- 
plies, has moved to new and 
larger quarters at 2772 Third 
Ave., New York 55, N. Y. 


Revere Copper Elects 
Eikenberg President 


John H. Eikenberg has 
been elected president of Re- 
vere Copper & Brass, Inc., 
New York City, to succeed 
Charles A. Macfie, who has 
retired. 

William T. Bertier was 
elected vice-president and 


JOHN H. EIKENBERG 
general manufacturing man- 
ager, and Fritz C. Hyde, Jr., 
a director. 

Mr. Eikenberg joined the 
firm in 1924, was named as- 
sistant general manufactur- 
ing manager in 1957 and 
general manufacturing man- 
ager in 1958. 





Syndicate Buys Second Wholesale Company, 
Momsen Dannegan Ryan, Effective Oct. 31 


A majority of stockholders 
of Momsen Dunnegan Ryan 


Co., Texas wholesaler, has 
accepted an offer from Harry 
Lebensfeld and the United 
Industrial Syndicate, New 
York, to buy its stock. 


The stock is to be trans- 
ferred Oct. 31. 


This is the second purchase 
of a hardware wholesale firm 
by United Industrial Syndi- 
cate. The first purchase was 
Huey & Philp Co., Dallas, 
(HA, Aug. 25, 1960, p. 107). 

Reuben F. Momsen, presi- 
dent and treasurer, will serve 
the company for several 


years in an advisory capac- 
ity. 

Other officers will continue 
in their present positions. 
They are A. J. Murray, ex- 
ecutive vice-president; Henry 
McDonnell, vice - president 
and merchandise manager; 
Gus Momsen, vice-president; 
Leo H. Harris, secretary. 


Momsen Dunnegan Ryan 
has headquarters in El Paso 
with branches in Phoenix and 
Albuquerque. The company 
was established in 1913; has 
30 salesmen covering West 
Texas, Arizona, and New 
Mexico. 


Worthington Expands Its Dealer Services; 
Add 23 Former Bingham Salesmen to Staff 


Twenty-three former sales 
representatives of the re- 
cently liquidated W. Bingham 
Co., Cleveland wholesaler, 
have joined the Geo. Worth- 
ington Co., Cleveland whole- 
saler. 

In announcing the appoint- 
ments, Worthington also 
stated that an expanded deal- 
er merchandising program 
had been put into motion. 

The program, says Joseph 
Demshar, Worthington vice- 
president and sales manager, 
consists of more services 
aimed at helping dealers in 
stock selection, pricing, turn- 
over, display, promotion. All 
phases of the expanded pro- 


gram will be administered by 
the company’s sales staff. 


“We, and our Schaberg- 
Dietrich Division at Lansing, 
are dedicated to the belief 
that efficient wholesaler ser- 
vice can be made available 
to independent retailers only 
through salesmen who call 
regularly on dealer stores,” 
Mr. Demshar says. 

“The 23 ‘Bingham men’ 
now affiliated with us carry 
a total of 419 years of hard- 
ware experience.” 


The men and their terri- 
tories are: 


New York—P. C. Abbott, 
(Continued on page 103) 





John Sterling Purchases 
Superior Spring Hinge 


John Sterling Corp., Rich- 
mond, IIl., has purchased Su- 
perior Spring Hinge Co., Chi- 
cago. 

The purchase adds door 
hardware to Sterling’s build- 
ers’ hardware line, and cer- 
tain engineering and manu- 
facturing improvements are 
planned in the former Su- 
perior line. 


Gamble-Skogmo Elects 
Three Vice-Presidents 


Gamble-Skogmo, Inc., Min- 
neapolis, has elected Jerry D. 
Gamble, Paul L. Gnam and 
Henry J. Frommelt vice-pres- 
idents. Mr. Gamble joined 
the firm in 1955, Mr. Gnam 
in 1932 and Mr. Frommelt 
in 1934. 


Kwikset Appointment 


William Gertz has been 
appointed customer relations 
representative for Kwikset 
Sales & Service Co., Anaheim, 
Calif., subsidiary of the 
American Hardware Corp. 
He has had many years of 
experience in the builders’ 
hardware field in Chicago. 


S. L. Yarbrough Named 
Lufkin Vice-President 


Stanton L. Yarbrough has 
been appointed executive 
vice-president of the Lufkin 
Rule Co., Saginaw, Mich. He 
will have charge of all op- 


STANTON L. YARBROUGH 


erating divisions of the com- 
pany with the exception of 
the sales division which re- 
mains under direction of 
George H. Day II, vice-presi- 
dent sales. 

Mr. Yarbrough has been 
president and general man- 
ager of the electronics divi- 
sion of the Gabriel Co. at 
Millis, Mass., for the past 
two-and-one-half years. 
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Southwest, Western Are Consolidated Into 
Great Western Hardware; Plans Expansion 


Directors of Southwest 
Hardware Co., Santa Fe 
Springs, Calif., and of West- 
ern Hardware Co., Phoenix, 


bility of combining. 

Mr. Poole is president and 
manager of Great 
Other officers are 


general 
Western. 


News of the Trade 





Bell Gardens, Calif., 


tors. 


Hatcher, Eastern Hardware, 


president; and Peter A. Har- 
ris, Great Western Hard- 
ware, secretary-treasure. Ten 
hardware dealers are direc- 


Buying and selling func- 


dealer price book and cata- 
log are about completed. The 
buying program, semi-month- 
ly consumer promotions, and 
accounting functions will be 
handled from Santa Fe 
Springs. Merchandise is 
stocked and shipped from 
Santa Fe Springs and Phoe- 


Ariz., dealer-owned whole- William Claypool, III, Clay- tions were integrated while nix, with a company truck 
sale firms, have approved pool & Co., Needles, Calif., the companies operated as a operated between _ these 
plans to consolidate both board chairman; D. Robert joint venture, and a combined points. 
companies into Great West- 
ern Hardware Co. | 
An expansion program has 7 
been started to establish a 
dealer outlet in every quali- 
fied area in the four state 
area, the company an- 
nounced. Two men have been 
employed to start this ex- 
pansion program. 
Great Western Hardware 
starts with more than 200 re- 
tail store members. Head- 
quarters will be in Santa Fe 
Springs. A branch warehouse 
is in Phoenix. 
Consolidation started last 
year (HA, June 30, 1960, p. eneatte z 
106) when Arnold E. Poole, Officers and directors of Great Western Hardware. Standing, from left: Joseph Tofel, Tucson, Ariz.; 
a founder, former president Dwayne Larson, Wilmington, Calif.; Tom Fleetham, Wilcox, Ariz.; Norman Montague, South Gate, Calif.; 
and general manager of John Herman, Escondido, Calif. Seated, from left: Frank Lenhart, Mesa, Ariz.; D. Robert Hatcher, Bell 
A ca Sf Gardens, Calif.; Roy Gordon, San Clemente, Callif.; William Claypool, Ill, Needles, Calif.; Herman 
, Landers, Lindsay, Calif.; Earl Hicks, Coolidge, Ariz.; George Rich, Ray, Ariz.; Ralph Chapek, Santa 


joint manager of both com~- Paula, Calif.; Kenneth V. Munro, West Los Angeles, Calif.; Arnold E. Poole; Adam Zachary, Phoenix, 
panies to consider the possi- Ariz. 











49% of the people of Buffalo | most of them most often. It is | other media--radio, tele- 





own their own homes --and 
when you hit the suburbs this 
figure soars to 89%. These 
are the people most con- 
cerned with continually fix- 
ing up, cleaning up and paint- 
ing up. And like home owners 
everywhere most of them do 
it themselves. 


Unlike homeowners every- 
where, one newspaper reaches 





the daily home delivery of 
the BUFFALO EVENING NEws. 
Better than 87% read the 
NEWS daily. Only 44% 
receive the morning paper. 

More conclusive of the selling 
power of this outstanding 
paper is the fact that more 
homeowners consult the 
NEWS before shopping for 
hardware and paints than all 





vision and morning newspaper 
combined. 

If you want to put their feet 
on a stepladder or a brush in 
their hands. . . do it yourself 
with NEWSpower. 
NEWSpower is graphically 
shown in a recent independent 
study of the Buffalo Market. 
Write for your copy. No 
obligation. 





~*~ 


you reach more OAo-/t-yourse/fers 
when you use NEWS power 


BUFFALO EVENING NEWS 


Represented nationally by | . 
KELLY-SMITH CO. 


750 Third Ave., New York 17, N. Y., YU 6-4433 


One of America’s Great Newspapers 
218 MAIN STREET * BUFFALO 2, N. Y. 
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Bell Electric Names 
Walter T. Callaghan 


Bell Electric Co., Chicago, 
has appointed Walter T. 
Callaghan general sales 
manager. He will coordinate 
all sales and promotion ac- 
tivities. 

Mr. Callaghan’s back- 
ground includes 10 years of 
sales management work with 
Steber Mfg. Co. and Pyle 
National Companies. 


Hankscraft Co. Buys 
Nursing Bottle Line 


Hankscraft Co., Reeds- 
burg, Wis., has bought the 
Nursmatic Corp., Crystal 
Lake, Ill. The Nursmatic 
line of nursing bottles will be 
added to the Hankscraft line 
of food warmers, baby bottle 
warmers, sterilizers and va- 
porizers under the trade 
name Hankscraft-Nursmatic. 


Worthington Co. Names 
New Housewares Buyer 


Donald J. Smith has been 
appointed housewares buyer 
for Geo. Worthington Co., 
Cleveland wholesaler. 

Mr. Smith succeeds George 


News of the Trade—— 


DONALD J. SMITH 


L. Miles who recently went 
into business for himself as 
a manufacturers representa- 
tive. 

Mr. Smith joined Worth- 
ington in 1951. He has been 
a salesman in New York 
state. 


J. B. Williams Buys 
Landers, Frary, Clark 


The J. B. Williams Co. 
has completed acquisition of 
Landers, Frary & Clark, New 
Britain, Conn., electrical and 
household appliances. 

Matthew B. Rosenhaus, 
president and board chair- 
man of Williams, was elected 


president and board chair- 
man of Landers, Frary & 
Clark. 

Mr. Rosenhaus announced 
plans for the most extensive 
consumer advertising in the 
history of Landers, Frary & 
Clark. Four television pro- 
grams will be sponsored. 


LESTER JACOVITZ 


Jacovitz Heads Sales 
For Snyder Division 


Lester Jacovitz, former na- 
tional sales manager of 
Household Mfg. Co., Los An- 
geles, has been appointed 
sales manager for the new 
housewares division of Sny- 
der Mfg. Co., Philadelphia. 


D. S. Lapine Directs 
Hamilton-Skotch Sales 


David S. Lapine has been 
appointed vice president- 
sales of Hamilton -Skotch 
Corp., New York City. He 
remains a vice president of 
Hampden Specialty Products 
Corp., a subsidiary of Ham- 
ilton-Skotch. 

Mr. Lapine had been gen- 
eral sales manager of the 


DAVID 8S. LAPINE 


Dominion Electric Corp., 
president of Mansfield House- 
wares Corp. and vice presi- 
dent of Mansfield Hardware 
& Supply Co., Mansfield, 
Ohio. 





C) DAINT 
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Pi ck a No trick to build extra profits 

with these handy household 

sandpaper packs. Just the 

a ck thing for many general sand- 

p @ @@ ing jobs around the house. 

Colorful cartons illus- 

any pack trate uses .. . display 

them in housewares 

department too, and 

spur impulse sales. Three pack types to choose 

from—‘‘3M”’ Flint Paper, ‘‘3M’’ Emery Cloth, ‘‘Wet- 

ordry’’ Garnet paper. Ask your 3M Man. 

Miinmesora Miaine AnD anvracrunine COMPANY 
«+ WHERE RESEARCH 18 THE KEY TO TOMeRR OW 





OFFICE 


?\ FACTORY 
NEWARK N.J. Re 


YORK, PENNA. 


PENNSYLVANIA 
SAW CORPORATION 


Want more facts? Circle 163, p. 57 
100 © HARDWARE AGE, August 10, 1961 





for a Christmas 
‘which will include distribu- 
_tion of 1.5 million 48-page 
| toy and gift catalogs in color. 





—News of the Trade 
Orgill Dealers Study and Dine With G.E. 


About 100 dealers and their personnel from in and around Memphis 


recently attended a product clinic sponsored for Orgill Brothers 


& Co. by General Electric Co. The housewares and electric house- 
wares merchandise showing was conducted by G.E.'s local represent- 


| atives. It was followed by a dinner for dealers and management 


personnel of the Memphis-based wholesaler. 





Order Early, Keynote 
Of V & S Toy Show 


The importance of order- 
ing toys and gift items for 


' fall and Christmas seasons 


was pointed out by John Cot- 


| ter, president of Cotter & 
| Co., 
| wholesaler at a June meeting 


dealer-owned Chicago 


of V & S dealers. About 1500 


| dealers attended. 


Latest offerings of toy 
manufacturers were shown, 
with emphasis on toys to be 
featured on TV such as rock- 
ets, missiles, science toys. 
Popular gift items included 
a fashion gift line from Cal- 
ifornia, and unusual items 
from Sweden, Denmark, 


| Italy. Do-it-yourself floral ar- 
| rangements were also fea- 


tured. 
V & S dealers made plans 
promotion 


Another meeting is sched- 


uled in the fall to cover lawn 
and garden items, sporting 
goods and other spring mer- 
chandise. 


John Baker To Direct 
Gilson Bros. Service 


John Baker has been 
named service manager of 
Gilson Bros. Co., Plymouth, 
Wis., manufacturer of com- 
posters, karts and concrete 
and plaster mixers. He was 
regional manager for Pro- 
pulsion Engineering Co., Mil- 
waukee., 


Sylvania Appoints 


Roland H. Martin has been 
appointed vice-president- 
sales, western region Syl- 
vania Home Electronics 
Corp. Mr. Martin will super- 
vise district sales managers 
and have direct responsibility 
for all factory and independ- 
ent distribution in his region. 





Some of the salesmen of Supplee-Biddle-Steltz Co., Philadelphia 
hardware wholesaler, at the recent two-day sales meeting held 
at company headquarters and at the Warwick Hotel. The several 
sessions featured the 1961 toy lines and new housewares lines as 
presented by factory representatives. 





IS A CUSTOMER FOR FAST SELLING 


URETHANE PLASTIC SELF-ADHESIVE 
FOAMSTIK TAPE 
: : 
This is how the “business” EX 
Board side of “RESINITE’’ Floor wm 2 
Surfacing Paper looks to a floor. And ; 
eye if you’re looking at the business side 
of your rental floor sanding trade you'll 
¥ find it pays to carry this quality 
VIEW paper. Easiest of all to stock and 
sell, ‘“‘RESINITE”’ is available in cut 
sheets and discs to fit your machines; in simplified 
Fine, Medium, and Coarse grits; and backed by a 


complete promotional program that’s available to 
you free of charge. Ask your 3M Man. 





*“"RESINITE 1S A REGISTERED TRADEMARK OF 3M CO., ST. PAUL 6, MINN. 


TMiiamesora Afftnine ano Affanuracrunine company 
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6 Popular Patterns — PRICED TO BEAT ALL | VIEW-PACK PACKAGE 
COMPETITION —Top Quality, Sell - on - Sight | contains 18 ft. roll of FOAMSTIK %” wide 


Features Will BOOST VOLUME and PROFITS 
With autumn leaves soon to start falling, this Bs a DOES 1001 USEFUL JOBS in the HOME, GARAGE, CAR, GARDEN, 


j li f lawn rakes comes just 
in time to put an. added push behind your Oe WORKSHOP, ON BOATS, IN OFFICES and PLANTS. For WEATHER- 
ee , ~My my ~ ASR, uae ies BS ee te STRIPPING (used by professional window installers). To STOP 


never before offered at anywhere near their §7% % ,* RATTLES, DOOR SLAMMING, CUSHION HOUSEHOLD and OFFICE 


costs. They are sturdy, ground hugging, fea- 


ture 48” natural finished REPLACEABLE wood f; ae MACHINES, QUIET CAR NOISES. To MOTHPROOF CLOSETS, CHESTS. 
handles. Model D58-P (illustrated) has 22 ee 


flexible spring steel tines, sprayed color baked (7 gm To PROTECT CHINA, FURNITURE, WALLS—End SCRATCHES, BUMPS, 
enamel finished head, 18” sweeping span. © || ‘se 


Model Dll (not shown) is ideal for use | jag a SLIPPAGE. For VIBRATION-FREE TV and HI-FI SOUND. To INSULATE. 
around shrubs, has 12 rigid galvanized tines a A sa 3 
to allow cultivating, 9” raking span. Both 


these numbers are the patterns that will be CS fF Shi if Gi bhis, A | 
in greatest demand in any store. Other styles ShihhihhhiiiiG 
Model Di-22—22 spring steel tines, 18” span 4 if 3 e 


Model D2-18—1i8 spring steel tines, 19” span is "4 ; 
Model DiS&—18 galvanized steel tines Cl i: oe JUST ABOUT EVERY RETAILER who features high profit FOAMSTIK 


Model Di2—12 galv. steel tines, 14” span : . 
Write for Literature oe a a Ae TAPE reports MORE and MORE SALES week in and week out, as more 
and more customers — and their friends — discover more and more 
Raga ninagpree New, Improved valuable ways FOAMSTIK can serve them. They are aided in these 
é . 
the holding power. prevent | SPEE-DEE | $y = “discoveries” by — TESAMOLL FOAMSTIK NATIONAL ADVERTISING 
separation of bracket from | SAWHORSE a : 
Tali. * x bs 
BRACKET ae | aa SO EASY TO USE 
Moderate du t y. : 4 he ted [ee : 
s + Exclusive Flanged ted aL a JUST PRESS ON WITH FINGERS 
roe aa aD , easy dis- ‘Se, o | “Im 4 Se No Moistening ¢ No Nails ¢ No Glue 
—_ a Takes dressed or os 


comasen St. has Us STICKS FAST INSTANTLY 
i : STAYS ON PERMANENTLY 
a anette nce ete ie te eetie a 


UNITED MINERAL & CHEMICAL CORP. 
ept. HA-8 4 


NEW DALTON LAWN RAKES! a 89° 























Pair 


Dept 
$1.89 . 


COUNTER 16 Hudson Street, New York 13, N. Y. \ 


STAND Send me FREE SAMPLES and full informa- 
tion on TESAMOLL View-Pack FOAMSTIK | 


WIRE RACK Tape right away! 


FREE Name ........ , a TR Title = sidthed 


: Address 
with each OE ae 


36-pack box City ..... 


DALTON Fully Mechanical 


(_ (Slightly Higher SAWHORSE BRACKETS 
Per on West Coast.) 
es as No nails, bolts or miter cutting 
Your Jobber Stocks or Can Order for You of legs. A twist of the wingnut 
locks legs and rail firmly in 
DALTON MFG co place. Heavy duty. Sizes for 

® ° lx4’s and 2x4’s. 2x4 size, only, 

in display carton. 

30 S. Central Ave., St. Louis 5, Mo. Price oe $3.89 
See Us Booth 319 Nat. Hdwe. Show, Chgo. (Slightly Higher on West Coast.) 





oe eee ee ee oy 











Want more facts? Circle 164, p. 57 Want more facts? Circle 165, p. 57 
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Dates Announced For 
Wholesalers’ Shows 


Conron, Inc., Dealer 
Show, Sept. 23-24, at 
company offices, 309 E. 
Van Buren St., Dan- 
ville, Ill. 


Cotter & Co., Semi- 
Annual Convention, 
Spring Goods & Fish- 
ing Tackle Show, Oct. 
30 to Nov. 10, at com- 
pany offices, 2740 N. 
Clybourn Ave., Chicago. 


Franklin Hardware 
& Supply Co., Annual 
Convention & Merchan- 
dise Fair, Sept. 17-18, 
at company offices, 863 
Easton Rd., Warring- 
ton, Pa. Annual stock- 
holders’ meeting will be 
held Sept. 25, at War- 
rington Country Club, 
Warrington, Pa. 


L. J. Kingsley Co., 
Inc., Binghamton, N. Y. 
Dealer Show, Oct. 29- 
30, at Endicott John- 
son Recreation Bldg., 
Main St., Johnson City, 
as 


M. S. Young & Co., 
Fall Merchandise Show 
& Pro Dealer Conven- 
tion, Oct. 31 to Nov. 1, 
at company offices, 740 
Hamilton St., Allen- 
town, Pa. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 86. 








news in brief of 


MANUFACTURERS AGENTS 


@ Cavert & Lasley, Nashville, Tenn., has succeeded the 
Nashville office of Cavert & Lipscomb. J. S. Lasley, ZJr., 
and Tillman Cavert operate the new firm. R. A. Wharton, 
Nashville, has joined the organization. 


——News of the Trade——— 


Central States Holds 
Golf Party, Dinner 


Central States Hardware 
Club held its 23rd annual 
golf party June 23 at the 
Acacia Country Club, La 
Grange, Ill. Eighty - eight 
members and guests played 
golf and there were 135 at 
the dinner. 

Golf award winners were: 
Harry Nielson, Mt. Prospect 
Country Club, first low gross; 
Les Orrell, Red Devil Tools, 
second low gross; Edward 
Fuller, Nicholson File Co., 
third low gross; Jim Morris, 
Savogran Co., fourth low 
gross. Low net were: Ray 
Samuelson, Greenlee Tool Co 
first; Elmer Lueder, Dia- 
mond Tool & Horseshoe Co., 
second; and Bob Chisholm, J. 
Chisholm & Sons Co., third. 

Members of the golf com- 
mittee were: 

James R. Mohr, general 
chairman; Howard S. Mul- 
holland, entertainment; R. J. 
Donahue, Edgar B. Grand, 
Gerald D. Fisher and Frank 
M. Scott, awards. 


Champion Lamp Works 
Names Two Executives 


Champion Lamp Works 
Div., Consolidated Electric 
Lamp Co., Lynn, Mass., has 
appointed men to new posts. 

Willard S. Ferris has been 
named general sales man- 
ager. He was a sales execu- 
tive with Bomac Laborato- 
ries Div., Varion Associates. 

Douglas H. Davis has been 
named assistant sales man- 
ager. He had been vice-pres- 
ident and sales manager for 
George H. Wahn Co., a New 
England distributor. 


@ M. G. Lipscomb, Jr., Dallas, has taken over the Dallas 
office of the former firm of Cavert & Lipscomb. 


@ Harsh-Lambert Co., Melrose, Mass.—This agency was 
formed by merger of E. T. Harsh Co., Hingham, Mass., 
and the Lambert Co., Melrose, Mass. Headquarters are at 
56 Orchard Lane, Melrose. The firm will cover the New 


England states. 
agent for the past 10 years. 


Mr. 


agent since 1959. 


@ Littrell Western 


Sales, 


Inc., 


Marsh has been a manufacturer’s 


Mr. Lambert has been an 


Los Angeles — Southern 


California to Crapo Johnson, former owner and sales man- 
ager for Westwares Distributors, Pasadena, Calif. 
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OBITUARIES 





W. D. Kirkpatrick 


William D. Kirkpatrick, 
retired vice-president and di- 
rector of American Chain & 
Cable Co., died July 19 after 
a short illness at an E. 
Stroudsburg, Pa., hospital. 
He was with the company 
42 years as sales representa- 
tive, district sales manager 
and sales manager of the 
American Chain Division. 
He retired as vice-president 
in 1956 and as a director in 


W. D. KIRKPATRICK 


1960, Mr. Kirkpatrick was 
a past president of the Chain 
Institute, Hand Hoist Insti- 
tute, and the National Stand- 
ard Parts Assn. Upon his 
retirement he made his home 
in Buck Hill Falls, Pa. 


Phil Warren Stratton 


Phil Warren Stratton, 49, 
president and treasurer, 
Stratton-Baldwin Co., New 
Orleans wholesaler, died sud- 
denly July 17 at his home. 
He entered the wholesale 
hardware field with his fa- 
ther, the late Leslie M. Strat- 
ton, Sr., who had been presi- 
dent of Stratton-Warren 
Hardware Co., Memphis 
wholesaler. Mr. Stratton 
joined  Stratton-Baldwin, 
then the A. Baldwin Co., Inc., 
in 1938, and became executive 
vice-president and general 
manager a few years later. 
He was elected president in 
1954. 


Thomas R. Davis 


Thomas R. Davis, Sr., 72, 
founder of the Thomas R. 
Davis Plumbing, Heating & 
Hardware Co., West Pittston, 
Pa., died recently of a heart 
attack. He had been a hard- 
ware dealer since 1910. 


M. G. Lipscomb 


Mathew Gardner Lipscomb, 
78, partner in Cavert & Lips- 
comb, Dallas, manufacturers’ 


M. G. LIPSCOMB 


agents, died recently. He 
had been a2 member of the 
firm for 40 years. Survivors 
include M. G. Lipscomb, Jr., 
a former member of Cavert 
& Lipscomb. 


Luke E. Fichthorn 


Luke E. Fichthorn, 90, for- 
mer president of Peck, Stow, 
& Wilcox Co., Southington, 
Conn., died July 11. He had 
been appointed general man- 
ager of the company in 1906 
and at the time of his retire- 
ment in 1928 he was the com- 
pany’s president. 


R. A. Macklanburg, Sr. 


Robert A. Macklanburg, 
Sr., 70, vice-chairman of the 
board of Macklanburg-Dun- 
can Co., Oklahoma City, died 


ROBERT A. MACKLANBURG SR. 


July 5 following a long ill- 
ness. In 1920 he joined his 
father and three brothers in 
founding a weather stripping 
business. 





—_—_—News of the Trade 


news in brief of 


MANUFACTURERS AGENTS 


@ Grabler Mfg. Co., Cleveland—Charles E. Foust, formerly 
in wholesale field, to Detroit branch sales and warehouse. 


Bissell, Inc., Grand Rapids, Mich.—Peter Sears, former 
administrative assistant for Lear, Inc., to New York 
territory. 


@ Republic Moulding Corp., Chicago—W. F. Hendrickson, 
Phoenix, to Arizona, New Mexico and El Paso; Lee Brandon, 
Glendale, Calif., to handle a portion of Los Angeles; John 
Galick, Portland, Ore., to Oregon and Washington; Seymour 
A. Ungar, Livonia, Mich., in Michigan and Toledo. 


@ Clarke Floor Machine Co., Div. Studebaker-Packard 
Corp., Muskegon, Mich.—Sheldon Greenberg, former New 
York City sales representative to divisional sales manager 
of the Cleveland branch. 


@ Alpha Metals, Inc., Jersey City, N. J—Donald A. Fitz- 
Gerald to New England states. 


@ Krylon, Inc., Norristown, Pa.—John F. Wieser, 


Jr., 
Cleveland Heights, Ohio, to cover Ohio. 





@ Pittsburgh Plate Glass Co., Pittsburgh—Charles G. 
Brown and John L. Dayton to district sales managers-plas- 
tics for the eastern and midwest districts respectively. Mr. 
Brown will be at the Philadelphia headquarters, Mr. Day- 
ton at Chicago distributing branch. 


@ Corning Glass Works, Consumer Products Div.,—Corn- 
ing, N. Y.—Clair Van Etten, district sales manager Tech- 
nical Products Div., Los Angeles to field sales manager; 
James H. Miller, field sales manager to New York district 
sales manager; H. J. Greehey, sales manager New York 
City to product manager for Pyrex ware; Gordon L. Wil- 
liams, manager of market development for the division to 
manager of marketing services; Alan D. Kennedy, product 
manager for specialty ware in the same division to man- 
ager of sales promotion for Pyrex ware; G. J. Mackey, 
from New York area sales representative to sales manager 
for metropolitan New York. 


@ Snyder Mfg. Co., Philadelphia—Western Pennsylvaina 
and West Virginia to Abe Goldman, Pittsburgh, Pa., who 
will represent both the automotive and housewares divi- 
sions. 


@ Western Newell Mfg. Co., Freeport, Ill. — Ronald W. 
Bartz, former Chicago area salesman, to Twin Cities area. 





Here Are The 23 New Salesmen That Have Joined The Worthington Co. Sales Staff 


(Continued from page 97) Pennsylvania —C. P. Ho- 


bert, W. D. Lowman, G. F. 


A. J. Bodnar, W. F. Case, 
C. R. Craven, A. V. Crouch, 


McCoy. 
Michigan—P. J. Rovano, 


A. E. Gordan, O. M. Koch, 
H. G. Murray, W. A. Nate- 
meier, and J. L. Hall. 


and M. A. Coppo. Mr. Coppo 
will travel out of the Scha- 
berg-Dietrich Div., 


covering 


a Flint, Mich., territory. 


Hale, Washington, D. C., 
Ohio—S. M. Carter, J. D. 


Pennsylvania, and Maryland; 
Forsythe, and R. F. Schaub. W. A. McCoy, southeastern 
Virginia—W. U. Umbreit. Ohio, and West Virginia; R. 
Split-state territories—J. E. Franklin, southeastern 
F. Wagner, Maryland, West Virginia, and northern North 
Virginia, and Virginia; J. T. Carolina. 


From left, W. D. lawn G. F. McCoy, R. F. Schaub, J. L. Hall, C. P. Hobert, C. R. Eseren. A. V. Eek W. A. 


Natemeier 


From left, R E. Franklin, A. E Gordan, M. A. Coppo, J. T. Hale, J. D. Forsythe, W. A. 


Umbreit 


. Case, W. 


From left, P. J. Rovano, O. M. Koch, S. M. Carter, J. F. Wagner, A. J. Bodnar, P. C. Abbott, H. G. Murray. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, 50 words or less 
Each additional word 


Positions Wanted 


Aliow Seven Words for Keyed Address 
or Your Address 





(Special Rate) set solid, 50 words or 
$2.00 


CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Depf. 
Chestnat & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 


Proven line available for most territories 
for direct-to-dealer representatives call- 
ing on hardware, lawn and garden and 
similar retailers and key accounts. Re- 
peat business annually runs 6 times ini- 
tial sale. Biggest commissions in indus- 
try. Supply territory and other details. 


Box 625, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Two Fast Selling Items 
FOAM CUSHIONED RUG RUNNER 


in rolls and self selling packages— 
priced right for large users such as 
Chain Stores, Discount Houses, Super.- 
markets, Houseware-Notion Jobbers. 


SELF ADHESIVE FOAM TAPE 
for 1001 household uses, weather strip- 
ping, in 59¢ self-selling package. 
Want only salesmen with best connec- 
tions in the field. 


Box 812, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Manufacturers Representatives Wanted 


Looking for a line that you can work 
hard and have it pay off? Territories 
open in Oregon, Washington, Ohio, 
Western Pennsylvania, West Virginia, 
North Carolina, South Carolina and Vir- 
ginia for a nationally advertised line in 
the Lawn and Garden field. Each of 
these territories producing business now. 
This tine requires work at the retail 
level... Just calling on Distributors is 
not enough. Sounds like a great op- 
portunity? it is! ! ! Whether you are 
an old rep or a new one just getting 
started, if you can give a high-volume 
potential line real effort, write to: 


Box 800, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVE WANTED 


Old, established manufacturer will consider appli- 
cations for sales position in Northwest area fo 
headquarter Portland or Seattle. Experience re- 
quired in Wholesale Hardware, Industrial and Con- 
tractor Distributors field. Must be willing to sup- 
plant distributer contacts with work at dealer, 
contractor and industrial levels. The energy and 
enthusiasm of a younger man is required. Experi- 
ence in a kindred field will be an advantage. Send 
replies to 
Box 815, c/o HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 








STOCKING REPRESENTATIVES WANTED 


To sell new Knife-Tool to Hardware Trade. Ex- 
clusive territories. Most territories open. Send 
for descriptive information and particulars. 


RIC-NOR COMPANY 
183 Fuller Street, Brookline, Mass. 








BE DISTRICT SALES MANAGER 


On very liberal commission basis. Sell towel bars, 
paper holders and complete line of bath hardware to 
builders hardware outlets. May ca only ene 
other line. Must be producer, no drifters wanted. 
Districts now open are: Midwest, East Coast, Florida, 
Southeast, St. Louis, Chieago, Ohio. 


CAL ENGINEERING CO. 
5407/2 Via Corona, Los Angeles 22, Calif. 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, Hard- 
ware Stores and Lumber Yards, etc. Give all par- 
ticulars first letter, all inquiries held strictly con- 
fidential. Write: Majestic Brush Mfg. Corp., 210 
W. 29th St., New York 1, N. Y. 





REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in, hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 





Manufacturer's Representative 


desired by Mechanics Hand Tool manufacturer 
(socket wrenches, open end wrenches, etc.) to 
cover states of Ohio and Michigan, calling on 
Automotive, Hardware and Mill Supply trade. 


Box 708, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














PROVEN MONEY MAKER—The original 
and patented Down  Spout-O-Matic for homes. 
Sold preferably to Distributors though not ad- 
verse to retail contacts. Natural outlets: Lawn 
and Garden Stores—Hardwares—Lumber Yards— 
Landscapers—Legitimate Catalog Houses—many 
more outlets. Received national publicity. Be 
ready for 1962 business. See us at The National 
Hardware Show or contact Down Spout-O-Matic 
Co., 431_S. Princeton Ave., Villa Park, Illinois, 
c/o V. R. Arnt. Legitimate discounts and com- 
missions. Many choice territories open. Send 
resume letter to see if you are OUR man. 





REPRESENTATIVE WANTED 


The territory of North Dakota, South Dakota and 
Minnesota open in the Automotive, Hardware and Mill 
Supply field. Mechanics hand Tool Manufacturer 
(socket wrenches, open end wrenches, etc.) requires 
manufacturers representative. 


Box 707, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVES 
WANTED 


Calling on Hardware Jobbers and Wholesale, 
for High Speed Steel Hand Hacksaw Blades 
manufactured in France and distributed through 
newly established American subsidiary. All ter- 
ritories now open. Very competitive prices. 
Virax, Inc., 79 Wall Street, New York 5, N. Y. 











confidential. 


MANUFACTURERS 


excellent 


REPRESENTATIVE 
WANTED: Calling on building supply, lumber 
yards and millwork houses, by established east- 
ern manufacturer of high quality complete line 
of rolling door hardware, 
available, top commission, experienced represen- 
tatives give full qualifications first letter, replies 

Box 810, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


territories 





SALESMEN WANTED: Have several four- 
state areas available for full-time, hard-hitting, 
aggressive salesmen. Must willing to travel 
and develop new accounts along with increasing 
present business. Power mower and hard lines 
experience necessary. For a very attractive propo- 
sition write to Box 814, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. All 
replies strictly confidential. 








WANTED—Distributor or Sales Representa- 
tive for a new manufacturer of non-ferrous nails 


—Aluminum, : 
ckage to your _ specifications. 


phia 39, Pa. 


104 © HARDWARE AGE, August 10, 1961 


and Stainless Steel. Will 
Box 819, c/o 
arpware Ace, Chestnut & 56th Sts., Philadel- 


MANUFACTURERS REPRESENTATIVES 
who have following with heating, air condition- 
ing, plumbing, department buyers of larger hard- 
ware jobbers and distributors to represent estab- 
lished manufacturer of air filters for home warm 
air furnaces and air conditioning window units. 
New attractive air filter, competitively priced. 
Large repeat volume. Box 809, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 379, Pa. 


SALES REPRESENTATIVE WANTED 
FOR ESTABLISHED PAINT BRUSH MAN.- 
UFACTURER; high commissions; several pro- 
tected territories open; excellent ey for 
salesman having contact with hardware, paint, 
lumber, chain and drug outlets. Box 813, c/o 
Harpwarer Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





ai dd 1 ke 


ACCOUNTS WANTED BUSINESS OPPORTUNITIES 





SELECT TERRITORIES AVAILABLE 


for well-known promotional line of imported and 
domestic hand tools. Popular-priced line offers un- 
usual opportunities for qualified representatives call- 


ing on variety, hardware, drug, lumber and discount 
outlets. 


Box 717, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Want New York-Connecticut Sales? 


Manufacturers’ Representative wili han- 
die two additional lines—quality only— 
Your Sales Policies followed with results 
—Full support given your promotion 


programs—Good selling background here. 


Box 801, c/o HARDWARE AGE 
Chestnut & 56th Sts., 


Philadelphia 39, Pa. 


FLORIDA 


For Sale—W holesale rer fast growing, 
selling popular priced pat - ye te hardware and 
chain stores. Presently over (50 well established ac- 
counts. Geared toe do potential $300,000 annual sales. 
For further details write to 


Box 643, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES AND  DISTRIBU- 
TORS WANTED also Wagon Jobbers for im- 
proved version of two small household products 
handled by every Hardware, Variety and Depart- 
ment Store. Units small, commission high, turn- 
over steady. Good extra income for established 
territories. Write for details. Handell Hook Com- 
pany, 8811 Garfield Blwd., Cleveland 25, Ohio. 





BIGGEST LITTLE PAINT SPECIALTY 
MANUFACTURER desires representatives with 
following among Hardware, paint wholesalers, 
chains, etc., to sell all types al tinting colors in 
cans and tubes. Choice protected territories. Box 
701, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





SALES REPRESENTATIVE WANTED: 
Established distributor of bolts, nuts and screws 
wants successful producers to sell new type pre- 
packaged fastener items to discount trade, lumber 
yards, retail hardware and many other outlets. 
Excellent opportunity. Write Milton Wasserman, 
General Manager, Industrial Bolt and Nut Com- 
pany, 171 Fabyan Place, Newark, New Jersey. 


ACCOUNTS WANTED 


Metropolitan New York 
and New Jersey 


15% OF THE NATION'S SALES 
15% OF THE NATION'S POPULATION 
PLAN NOW FOR YOUR SHARE! 


Now through the October 
Show is the time to 
sales effort in our market! Our 4 man 
selling organization can give you con- 
sistent, complete and conscientious cov- 
erage. Grow with the fastest growing 
agency in the East. Write today. 


Box 615, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Hardware 
reappraise your 








ILLINOIS = INDIANA WISCONSIN 


Young and aggressive 3 man sales organization seeks 
additienal garden supply er hardware line. 

antee product expesure te all 

represent a very limited num 

We know today’ an a A marketing and selling 
ditions and a - al know that nothing is as 
successful as work and lots of it. 


Box 803, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











AN AGGRESSIVE MANUFACTURER’S 
SALES REPRESENTATIVE with aationally 
known line of small hand tools, desires worth- 
while line for states of Ohio and Indiana to 
sell Hardware, Factory and Plumbing Supply 
jobbers, also large retail accounts. Complete 
coverage, well known to the trade for many vears, 
best of reference. Manufacturers only. Box 714, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





INCREASE SALES WITH PRODUCTIVE 
REPRESENTATIVE. Desires additional hard- 
ware lines for Pennsylvania, New Jersey, Mary- 
land and Washington, D. C. Outstanding know!l- 
edge of wholesale and retail trade factors in these 
markets. Our method of thorough coverage will 
broaden distribution for your products and re- 
sult in increased sales. Box 808, c/o HarpWaRe 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





WANT AGGRESSIVE INTELLIGENT 
COVERAGE in Indiana, lower Ohio and Ken- 
tucky? Will represent top hardware-housewares 
line where real results are wanted. Wide con- 
tacts with dealers, wholesalers. Box 716, c/o 
“mg ane Chestnut & 56th Sts., Philadel- 
phia 39, 








LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Los Angeles 6, Calif. 


California, Arizona, Nevada 


Six Salesmen Agency 
SERVICE © DEPENDABILITY © RESULTS 


Terr.: 








ARIZONA OPPORTUNITY 


Established hardware 
Arizona (population 
Phoenix and Tucson. 
ventory less 33 1/3%. 
thrown in! Your cost: 
buys the business. 
Miller, 


business in Casa Grande, 
10,000), midway between 
Selling price; retail in- 
Fixtures and equipment 
approximately $30,000.00 
Owner retiring. Write K. Z. 
Box 606, Casa Grande, Arizona. 











AGGRESSIVE AND EXPERIENCED 
SALES AGENCY consisting of two men. Mis- 
souril, Kansas, lowa, Nebraska. Large follow- 
ing with Variety, Drug, Super Market Chains. 
One good line. Box 802, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

WHARTON SC HOOL GRADUATE, with 
six years’ experience calling on Hardware Job- 
bers in the Middle Atlantic area, wants to sell 
for a few solid companies with established lines. 
Box 806, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


HAP PY WITH SALES 
LAND? Successful 4 man, 
agency has time to increase 
established manufacturer. All men stockholding, 
resident salesmen. Cover Hardware, Houseware, 

and Specialty Distributors, plus chains. 
Box 712, c/o Harpware Acre, Chestnut & 56th 
»ts., Philadelphia 39, Pa. 


- NEW ENGLAND STATES: Let | us put your 
line into all of the Large Volume users im this 
territory. Currently selling to the Wholesalers, 
Syndicates, Chains, Mail Order, Rack Jobbers 
ind Discount Houses. Due to consolidation of 
lines, can add one more Hardware line. Box 
67, Greendale Station, Worcester, Mass. 


TOP LEVEL MANUFACTU RERS’ AGENT 
interested in major line for six New England 
States. Covers hardware, housewares, automotive, 
discount and department stores, chains, dealers, 
jobbers, club plans, supermarkets. Inquiries in- 
vited. Suite 413, 43 Leon St., Boston, Mass. 


Ww ANTED: Missouri, 


Need one or two 








IN NEW ENG- 
8 year established 
sales for major 








Kansas, Nebraska, lows. 
good domestic lines for this 
area. Presently selling hardware wholesale trade 
and/or variety chains. Box 818, c/o Haroware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


~ sou JUTHERN CALIFORNIA REPRESEN- 
TATIVE seeks additional line for hardware, 
houseware, sporting goods, automotive or elec- 
trical market. Box 642, 


c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


HELP WANTED 


HELP WANTED: Manager, 
dustrial Supply Store. 20 employees—4 outside 
salesmen. Potential volume over one _ million. 
Must accept complete responsibility for entire 
operation. It will take experience in this field, 
plus strong personality and the will to succeed. 
Midwest location. Box 804, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


HARDWARE SECONDS 


For sale a A mfr. 
TOWEL BARS, SOAP HOLDERS, PAPER 
HOLDERS, CHROME PLATED, SLIGHT IM- 
PERFECTIONS. 





Hardware-In- 





Close out prices. 
Cal Engineering g Company 


540712 Via Corona 
Los Angeles 22, Calif. 











HARDWARE, PAINT BUSINESS 15 
southwest of Los Angeles, Calif. Good family 
business established 35 years. $30,000.00 stock, 
fixtures and machinery for $25,000.00 cash. Long 
term low rental lease. Owner forced to sell due 
to health and age. Good o a to live in 
sunny Southern California. ox 710, c/o Harp- 
sas 8 Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


FOR SALE: Modern hardware store in thriv- 
ing community in Camden County, N. J. Com- 
plete inventory in hardware, housewares, paint, 
electrical and plumbing supplies. Business in- 
creasing several thousand each year. Modern 
building, will sell or lease. Box 805, c/o Harp- 
a Ace, Chestnut & 56th Sts., Philadelphia 
39 a. 





FOR SALE: Retail ‘Seatehen Plumbing ont 
Heating Store, established over 20 years. Lo- 
cated in Northwest North Carolina Piedmont 
Area. Sales volume for 1960, $145,000, Clean 
stock and fixtures. Reason for selling ill health. 
Reply to Box 703, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


CLOSEOU TS—Ball pen refills, finest qual- 
ity, brass, silver tip. Blue, Red, Green, Black. 
Sample free. 100—$4.45, 1,000—$35.00, any as- 
sortment prepaid. Manila file folders, expansion 
type, 84%" x 11%", expands 2%”. Sample free. 
50—$3. 00, 100—$5.50, 200—$10.00 prepaid. Mac- 
lean’s, Box 564, Houma, Louisiana. 


HEX, SQUARE, ROUND HEAD BOLTS, 
nuts, washers, new assorted overstock suitable 
for Retail Store. Filister head screws, nuts and 
bolts, plain, cadmium plated _and galvanized. For 
further information write erman Brenner, 61 
Duncan Ave., Jersey City 4, New w Jersey. 





FOR SALE: Modern retail hardware store lo- 
cated in busy shopping center in fast grow- 
ing Louisiana city, direct inquiries to Box 807, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 

H ARDWARE. YARN: : paeuaties store in Vil- 
lage Beautiful. Modern fixtures, busy shopping 
center. Established ten years. Hardware, paint, 
housewares, separate attached yarn shop. Ideal 
for couple. Family illness forces sacrifice. In- 
ventory and fixtures $15,000 Cash. Christensen’s 
Hardware, Williamstown, Mass. 


| POSITIONS WANTED 


CAPABLE SALESMAN: Can _ sell anything 
with merit. Ten years’ successful experience 
selling homes, renting and leasing residential 
and commercial property. urrently employed. 
Family man. In good health. Very active. De- 
sires to exclusively a one manufacturer 

within two Carolinas. our products are 
snovabie: I can move ee... coum on request. 
Box 816, c/o Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


~ POSITION WANTED: Aschinestenl Hard- 

are Consu'tant seeks position, sales or would 
die over hardware contract department for 
dealer. Past experience territorial salesman for 
major lock company, 33 years’ experience. Pre- 
fer New Jersey, would consider relocating. Box 
817, c/o Harpware Ace, Chestnut & 56th Sts.. 
Philadelphia 39, Pa. 


WILL TRAVEL AND SELL: 15 years’ ex- 
perience in Georgia, North Carolina, Alabama, 
East Tennessee and Florida contacting the Whole- 
sile Hardware, Mill Supply, Electric, Drug, 
Chains, Variety, Premiums Supermarket trade. 
Available for full or part time. Confidence re- 
spected. Post Office Box 115, Decatur, Ga. 





lt. 








ADV ERTISING G EXECUTIVE to put sizzle 
in your "62 sales! Twenty years’ experience get- 
ting the order with successful direct mail and 
trade paper promotions. Veteran adverwriter spe- 
cializing in hard. hitting hard-sell for hard-goods. 
Highlv creative, expert in planning, layout, copy, 
statistics, customer and prospect correspondence. 
Box 811, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 
not as a part of the advertising contract. Every care is 


taken to index correctly. 


No allowance will be made for 


errors or failure to insert. 


Add Sales Co. 

Aluminum Co. of America 
Market Makers sae 

Aluminum Co. of America 
Pigment Div. 

American Chain Div. 
American Chain & Cable Co. 


American Turpentine Farmers 
Association 


Animal Trap Co. of America. .73, 88 | 


Atlas Tool & Mfg. Co 


Bassick Co. 

Black & Decker Mfg. Co 

Buffalo Evening News 
Daily Newspaper 

Burns Mfg. Co., Inc. 


Cc 


Campbell Chain Co. 
Chain Bike Corp. 
Clayton Mark & Co. 
Columbian Rope Co. 
Columbus Plastic Products, Inc... 
Comet Mfg. Co. 
The Siegler Corp. 








Dalton Mfg. Co. 

DAP, Inc. 

Davol Rubber Co. 

Desmond Stephan Mfg. Co. 
Diamond Wire & Cable Co....... 


| Dillon Beck Mfg. Co. 


E 


| Ekco Products Co. 


G 


| General Electric Co. 


Wiring Device Dept. 


| Gries Reproducer Corp. 


H 


Harmon Machine Co. 
Hedlund Mfg. Co. 


Keen Kutter 
Kerr Wire Products Co. 





MARSHALLTOWN TROWEL COMPANY  -« 





L 


Larson Co., Charles O 
Little Brute Co. 


Mansfield Sanitary, Inc 
Marshalltown Trowel Co. 
McGill Metal Products Co. 
Miller & Co., Inc., 


Modern Controls Corp. 


| Molly Corp. 
| Myers & Bro. Co., 


| National Hardware Show 
| National-Standard Co. 
| Nicholson File Co. 


Oo 
Ox Fibre Co., Inc... 


P 


Pennsylvania Saw Corp. 


| Petersen Mfg. Co. 


Pioneer Rubber Co. 


Pittsburgh Plate Glass Co. 
Store Front Div. .... 


| Reflector Hardware Corp. 
| a wk Arms Co., Inc. 


. DuPont de Nemours & Co., 





Robert E..... 
| Minnesota Mining & Mfg. Co.. 
| Mirro Aluminum Co. 











| Roberts Co. 


Rubbermaid, 


| Samson Cordage Works 
| Skil Corp. 


Southern Fabricators Corp. ...... 


| Southern Lus-Trus Corp. 


| Supreme Products Corp. .. 
| Swing-A-Way Mfg. Co... 


T 


| True Temper Corp. 


U 


| United Mineral Chemical Co. 
| United States Graphite Co. 
| United States Plywood Corp. 
| Upland Industries, Inc. 


v 


| Visking Co. 


Div. Union Carbide Corp. 
Vichek Tool Co. ! 
Volkswagen of America, Inc. 


Ww 


| Wear-Ever Aluminum Co. 


Wenzel Tent & Duck Co., H. 


Wisconsin Alumni Research 
Foundation 


Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div... 





Want more facts? Circle 166, p. 57 


MARSHALLTOWN, IOWA 





, V“7e ee A 
Write for a 


wa Eli-idetitia- 


ALWAYS SELL GENUINE 


_ MOLLY | 


SCREW ANCHORS and JACK NUTS. 


Want more facts? Circle 167, p. 57 


—ro ee) 12 


Reading, Pa. 








ce Roe 
RUBBER CUSHION GLIDES 
Wonderful for all wood 
and met 


Glide softly, all — tly, 
smoothly 


Set of 4 on 


e 3-color 





card. 6 Sizes, 
» %”, I”, : 1/16”, 1%", 1%". 





PROMPT SHIPMENT 
Ask your jobber, If he Is not supplied, 


ROBERT E. MILLER & CO., INC.., 
35 Pearl St.. New York 4, N. Y. 


Want more facts? Circle 168, p. 57 





Bakelite Caster Cup 














Monopoint Glide 
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New Sales and Profit Makers! 


FLINT S/JA/NLESS STEEL  ———_= —. 
COOKWARE {( , 
with the Revalne GAIT 


7611X 1% Qt. Saucepan 7638X 8 Cup Percolator 
Regular Retail .. . $6.50 Regular Retail .. . $12.95 
SALE PRICE . SALE PRICE.... $10.38 


7623X 3.Qt. Saucepan 7666X 6 Qt. Saucepot 
Regular Retail ... $8.95 Rogular Retail ... $12.26 
SALE PRICE .... $6.99 SALE PRICE .... $9.94 /{ 
7634X 4 Qt. Saucepan 7670X 10'’Skillet }* 
Regular Retail ... $10.50 Regular Retail .. . $11.60 
SALE PRICE ° SALE PRICG.... 





Bee AZ J COVERS INCLUDED WITH PANS 


FLINT 
CUTLERY SETS W/TH COOK & SERVE TOOLS 
VANADIUM STAINLESS BLADES, SPECIALLY PRICED 
CARVED PAKKAWOOD HANDLES FOR THE 1st TIME 


The Most Revolutionary 
New idea in Kitchen and 
Dining Utility... FLINT 
COOK & SERVE TOOLS. 
These Beautiful and Prac- 
tical Stainiess Steel Uten- 
sils have Dishwasher Proof 
Melamine Handles. 
G-2477X 7-Pc. Gift Box Set 
ar Retall .... 
SALE PRICE 


eExKCO S/A/NLESS 

eee a TABLEWARE 
7O36X 6-Pc. Flint vanes 6-Pc. Flint POPULAR 
Waverly Edge Cutlery Set KEEP. SAKE 


Steakster Set in Hardwood Holdster P A TTERN 
in Hardwood Holdster Regular Retail $19.95 


Regular Retail $12.95 SALE PRICE...$15.96 8727X 26-Pc. Set 


Regular Retall... . 
SALE PRICE...$9.94 SALE PRICE 


OEkco Products Company, Chicago, Illinois, 1961. 





